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Rough Proofs 


“One road hog on a truck cancels 
hundreds of lines of advertising,” 
gays George Vos, of Texaco fame. 
Right; he can even take the humor 
out of an Ed Wynn Fire Chief broad- 
cast. 
vvweegy 
A learned professor has discov- 
ered that shopping no longer rates 
high with women as a pastime. This 
is going to be good news to the 
pater familias. 


vv¥sy 


On the other hand, the pater who 
finds that other pastimes intrigue 
the little woman even more than 
shopping will want to make sure 
that her contract bridge game will 
stand up under fire. 


" Y F 


Selling soap as a means of raising 
campaign funds has been suggested. 
The brand most clearly indicated for 
political purposes is the one with 
the oil. 
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Rough Proofs: “‘The great femi- 
nine gesture,’ the Warner Bros. 
Company believes, is yanking down 
the corset. It should be coupled in 
the betting with pulling up the 
stocking.” 

You’re wrong again. 
for the shoulder-straps. 


It’s fishing 


J. M. D. 


, F 7 


“Men are slaves,” insisted a pretty 
girl in an Iowa newspaper advertise- 
ment, and everybody was ready to 
agree with her until it was found 
that she was merely talking about 
wearing heavy clothes in the sum- 
mer-time. 

v 
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Men are slaves, of course, but 
women are usually so diplomatic 
that they say nothing about it. 

vvwegyY 


At least one railroad believes in 
advertising. The L. & N. emblazons 
its emblem on the cuspidors in its 
wash-rooms. 


7 ¥ F 


“When the children asked me 
what I wanted for my birthday, I 
said ‘A Lovell pressure cleanser!’” 

These women who want laundry 
machinery for birthdays and Christ- 
mas are taken from the advertiser’s 
dream of a perfect world. 


, FF F 


Flint Grinnell resigned as man- 
ager of the Chicago Better Business 
Bureau to become manager of a 
shoppers’ guide. From now on “bet- 
ter business” will have a different 
meaning for Mr. Grinnell. 


° 9 


Apropos of nothing, F. M. C. rec- 
ommends this quip taken from a 
hardware trade paper:, 

“Hello, is this the Better Business 
Bureau?” 

“Yes.” 

“Well, how’d you like to come 
down and make ours a little better?” 


7 + ¥ 


Don’t weaken, boys. Remember, 
the snow-scenes you are depicting 
in your copy for the magazines will 
really be here by and by. 


Copy Cus. 


NATIONAL RATE 
STUDY URGED BY 
FOUR A'S CHIEF 


Blanket Indictments in Error, 
Says Benson 


New York, Aug. 18—Much of the 
criticism of advertising rates has 
been misdirected, in the opinion of 
John Benson, president, American 
Association of Advertising Agencies. 

Mr. Benson believes a _ national 
rate study should be made by ex- 
perts to atandardize values and 
establish sound principles of circu- 
lation, rate-making and copy appeal. 

He made this statement in reply 
to Cranston Williams, secretary- 
manager of the Southern Newspaper 
Publishers’ Association, Chattanooga, 
Tenn., who in turn was responding 
to a letter issued to newspapers by 
a Dallas agency. 

Capt. Williams suggested that if 
newspaper rates should come down, 
the agency commission should come 
with it. Mr. Benson said the com- 
mission is not a rate, but a percent- 
age which automatically comes 
down with reduced rates or volume 
of advertising. 

Mr. Benson wrote Capt. Williams 
in part: 

“You seem to me right in saying 
that advertising rates should not 
parallel commodity prices in their 
downward course, as they did not 
parallel them in the upward course; 
they represent a service and not a 
commodity. 

“You also seem measurably right 
in pointing out that purchasing 
power of readers should not be any 
more of a factor for lower rates now 
than it has been for higher rates in 
the past. What does not go up can- 
not be expected to come down. 


Is Not a Rate 


“But in claiming that agency com- 
mission should come down, if rates 
were reduced, you overlook the fact 
that the agency commission is not a 
rate; it is a percentage, and inevita- 
bly comes down _ proportionately 
whenever rates come down or volume 
lessens. That is automatic. 

“In these days of reduced prices, 
wages, profits and values, there is 
a widespread agitation for reduced 
advertising rates, and this is to be 
expected; to a large extent it is 
sound; but it is not wisely directed, 
in stressing rates rather than costs. 

“Advertising costs must come 
down. They are high. Rates, too, 
should come down, wherever they 
are out of line, and doubtless many 
of them are. But no sweeping or 
level reductions should be made, in 
my opinion. That might do more 
harm than good. It would leave 
rates as badly maladjusted as be- 
fore; penalize the constructive and 
moderate rate along with the ex- 
travagant one. 

“The advertising business is in the 
contradictory position of having low 
rates, and at the same time, a high 
cost of advertising. This is un- 
healthy. In a healthy business, rates 
are adequate and cost to the user is 
low. If responsiveness were _ in- 
creased 30 per cent, rates could go 
up 15 and the advertiser be 15 per 
cent better off. 

“Rates are not nearly so important 
as what we get forthem. They mean 

(Continued on Page 10) 


Stahlman Gives Ultimatum 
On Political Advertising 


$5,000,000 for 
Gas Range Copy 


New York, Aug. 18.—Following 
presentations by five leading agen- 
cies the advertising committee of 
the Manufacturers’ Section of the 
American Gas Association, of which 
John Fry, president of the Detroit- 
Michigan Stove Co., Detroit is chair- 
man, appointed the Campbell-Ewald 
Co., Detroit, to direct its cooperative 
advertising of gas ranges. 

The appointment marked the ac- 
ceptance of the advertising plan by 
90 per cent of the members and it is 
believed participation will be nearly 
100 per cent by the time the plan 
is put in operation Jan. 1. 

The 81 range manufacturer mem- 
bers, who produce more than 90 per 
cent of the country’s output, will 
contribute 5 percent of their current 
net billing up to a total of $2,000,000 
a year for three years. It is esti- 
mated that about $1,500,000 will be 
available for 1933, nearly all of 
which will be spent for newspaper 
and magazine space. 

The co-operative campaign will 
embrace only gas range advertising. 
Utility and retail interests will not 
contribute to the co-operative fund, 
but the merchandising plan will en- 
courage their individual participa- 
tion. 


Five Submit Plans 


Other agencies invited to submit 
presentations were Erwin, Wasey & 
Co., N. W. Ayer & Son, Lennen & 
Mitchell and L. H. Hartman Co. 
Agencies having a gas or electric 
appliance, or utility or fuel account 
were not considered. The successful 
agency and two others based their 
recommendations on extensive re- 
search and analysis, according to a 
committee member. 

The committee found the decision 
difficult, being fully satisfied that all 
the agencies were capable of produc- 
ing the results desired. The plum 
finally went to the Detroit agency 
“because its plan ties in most logi- 


ISSUES CHALLENGE 


James G. Stahiman 


cally with our immediate require- 
ments.” 

This agency was retained by the 
association’s advertising committee 
last spring to conduct a preliminary 
merchandising survey and prepare 
sample advertisements to sell the co- 
operative plan to the membership. 

One agency, Erwin, Wasey & Co., 
advised against immediate advertis- 
ing as a result of its analysis cover- 
ing the present manufacturing and 
merchandising situation. 

Its investigation disclosed a wide 
range of prices, features and con- 
struction, and it believed that a 
more definite minimum standard of 
convenience, design and _ safety 
should be established before gas 
ranges were featured in a group 
campaign. 

Heretofore, the industry’s seal of 
approval has been concerned chiefly 
with safety requirements. It was 
urged, as a basis for advertising, 
that the seal of approval be placed 
only on ranges incorporating full 


(Continued on Page 10) 


Last Minute 


News Flashes 


“K. D.”’ New Publisher of “P hotoplay” 


(Picture o 


n Page 11) 


New York, Aug. 19.—Kathryn Dougherty, for many years associated 
with the late James R. Quirk in the direction of Photoplay, has been 
elected president and publisher by the board of directors. Miss Dougherty 


also continues as treasurer. 


Edwin C. Crawford has been named secre- 
tary, and Evelyn McEvilly assistant secretary. 


In her initial statement, 


the new president promised “a sterling editorial policy.” 


Grant Olson Is Sheaffer Advertising Manager 


Fort Madison, Ia., Aug. 19.—Gra 


nt Olson has been appointed advertis- 


ing manager of W. A. Sheaffer Pen Co., succeeding Harold Bates, resigned. 
Mr. Olson, who has been export manager, will also continue in that post. 


Fuller Brush Company Opens Retail Store 
New Haven, Conn., Aug. 19.—Fuller Brush Co., leading exponent of 


direct selling, has opened its first 
Whitney Avenue. While President 


retail outlet, a display studio at 11 
Alfred C. Fuller said the studio will 


not supplant the present system, “we have felt many housewives want to 
buy Fuller Brushes while doing their regular shopping.” 


Newspaper Leader Charges 
Discrimination in 
Favor of Radio 


Nashville, Tenn., Aug. 18—While 
the two major political parties may 
advertise by radio exclusively in the 
forthcoming presidential campaign, 
such a policy will invite reprisals 
by newspapers, James G. Stahlman, 
publisher, Nashville Banner, and 
president Southern Newspaper Pub- 
lishers’ Association, wrote party 
leaders this week. : 


Mr. Stahlman also registered a 
strong protest against what he 
termed “rank discrimination” against 
newspapers and in favor of radio 
at the recent political conventions 
and by some political celebrities. 

His letters were addressed to Sen- 
ator Cordell Hull, Chairman James 
A. Farley, of the Democratic Na- 
tional Committee and Chairman 
Everett Sanders, Republican Na- 
tional Committee. 

“TI have no direct information as 
to the plans of your party to use 
radio extensively this season,” wrote 
Mr. Stahlman, “but I note David 
Lawrence’s assertion that the two 
major parties will pay the two prin- 
cipal broadcasting chains approxi- 
mately one million dollars for radio 
broadcasting services during the 
coming campaign. 

“The newspapers and press asso- 
ciations of the United States, with- 
out any expectation or even the re- 
motest possibility of a nickel’s profit 
from the campaign, have already 
spent more than $500,000 on cover- 
ing the campaign; and we are ex- 
pected to cover the major candidates 
intensively from now until the elec- 
tion, under rapidly increasing costs, 
while the two parties plan to pay the 
radio. 


Speaks for Newspapers 


“I am not an opponent of the radio 
chains. I think they are here to 
stay, and have their place in Ameri- 
can life. I am, however, a most. 
earnest and militant champion of the 
rights of the American press, and 
I cannot express in too vigorous 
terms the feeling of the newspapers 
of the country. 

“You must recognize that men in 
public life must ultimately depend 
upon newspapers for reaching the 
greatest number of citizetis; as well 
as for such editorial suppéit as beth 
party tickets expect to be accorded 
during this and succeeding cam- 
paigns. 

“Such: being the case, you will 
readily understand that the news- 
papers of the country do not feel 
called upon to bear a great part of 
the expense of publicizing the cam- 
paign, while radio, largely by reason 
of its novelty and the extravagant 
claims of vast nightly audiences, 
reaps the financial reward and gets 
the most breaks on releases. 

Mr. Stahlman said one of the press . 
associations has decided it will not: 
carry a speech and announce it as: 
radio broadcast, but will carry it 
solely on its news merits as a 
speech. 

“As far as the Nashville Banner 
and a number of other Southern. 
newspapers are concerned,” he con- 
tinued, “we do not expect to fea-. 
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ADVERTISING AGE 


August 20, 1932 


ture or display speeches made solely 
for radio distribution on paid time. 

“As a matter of fact, most of the 
speeches broadcast over the radio 
will find their way to the editorial 
waste-baskets unless, of course, the 
respective candidates spring some- 
thing entirely new and of great gen- 
eral interest, which is not only un- 
likely but practically impossible. 
Even then, such utterances will be 
played down as against one that is 
not broadcast.” 

He said he had no complaint to 
make against the use of radio by 
either or both parties, but does pro- 
test, both as an individual and presi- 
gent of the Southern Newspaper 
Publishers’ Association, against “the 
rank discrimination by both parties 
in favor of the radio as against the 
press.” 

Claim Discrimination 


This was manifested, he said, not 
only by some of the advertising ar- 
rangements, but by the handling of 
the recent Democratic National Con- 
vention in Chicago. Newspapers 
were forced to fight to have men on 
the speakers’ platform, while radio 
was freely accorded this privilege. 
No newspaper or press association 
was permitted to identify itself by 
posters or cards, but radio chains 
and individual stations used both 
banners and signs. 

“I am confident that I speak the 
sentiments of most newspapers,” he 
concluded, “when I enter this pro- 
test against any discrimination at 
any time against newspapers of this 
country by political parties or any- 
one else, in favor of radio or any 
other medium.” 


Offer Soundproof Planes 


A new tri-motored sound-proofed | 
plane, permitting conversation in| 
almost normal tones, will be intro- 
duced by Stinson Aircraft Corp., 
Detroit. 


Hodgdon Directs Sales 


Dean Hodgdon, formerly vice-presi- 
dent and general manager, Bureau 
of Broadcasting, has joined Hello 
Stranger Magazine, Chicago, as di- 


rector of sales and publicity. 


MERGER FIGURE 


Rudolph Guenther, who will be 

chairman of board, Albert Frank- 

Guenther Law, Inc., if the consoli- 
dation is ratified 


First District, A. F. A. 
to Meet Oct. 16-18 


Edgar Kobak, president, Advertis- 
ing Federation of America, will de- 
liver the keynote address at the 
annual meeting of First District, 
A. F. A., in Springfield, Mass., Oct. 
16-18, George D. Dunning, Boston, 
chairman of the program committee, 
announced. 

Advertising clubs of Bridgeport, 
Hartford, New Haven, Boston, Brock- 
ton, Pittsfield, Springfield, Worces- 
ter, Concord, N. H., and Providence 
will participate. 


Fertig, Slavitt and 
Gaffney Form Agency 


Fertig, Slavitt & Gaffney, 150 Madi- 
son Ave., New York, has been formed 
with Lawrence Fertig, for nine years 


head of Lawrence Fertig Co., as 
chairman of the board. 
Alexander Slavitt is president; 


Arch Gaffney, vice-president; Ralph 
James, secretary; and Helen Gorge, 
space buyer. 


FLAWLESS 


Try to write a description of this coat. 
that will convey as much in a moment 
as a photograph shows at a glance. 
It can't be done. 7 

No master of the pen can so indeli- 


bly impress a story as the master of 
the camera. That's the kind of pho- _ 


tography we take, 


KAUFMANN 


ae 


&® FABRY CO. 


COMMERCIAL PHOTOGRAPHERS tw 
PHOTOGRAPHIC ILLUSTRATORS» 


425 South Wabash Ave. 
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TAKEN FOR CARSON 


CALL ‘MOP UP 
DOLLARS’ COPY 
UNFAIR TO ICE 


National Association Registers 
Complaint 


Chicago, Aug. 18.—National Asso- 
ciation of Ice Industries has regis- 
tered a strong protest with Commer- 
cial Credit Co., Baltimore, against a 
recent advertisement, headed, “Mop 
up the dollars—then pour them in 
the sink.” 


The copy was designed to create 
business for the finance company by 
stimulating purchases of electric re- 
frigerators. It continued: 


“If the pan under the old ice box 
could talk, it would tell you how 
many dollars dripped into it each 
month. 

“If the old box itself could speak, 
you’d probably be shocked to learn 
how many dollars are wasted in a 
year on food that spoiJed because 
the old box was unable to save it. 

“If a modern electric refrigerator 
could have a word to say, it would 
soon point out how many dollars 
you could save on quantity buying 
of food, how food could not spoil in 
it and how economical it is to oper- 
ate—aside from its many conveni- 
ences. 

“And if you would add the savings 
a modern electric refrigerator would 
effect, you’d probably find that these 
savings would more than offset the 
monthly payments for modern re- 
frigeration on the Commercial Credit 
Deferred Payment Plan. 

“Check up on your old ice box to- 
day. Then see the electric refrigera- 
tor dealer. You’ll thank us for the 
tip.” 

In a letter to the advertiser, Rob- 
ert McKnight, public relations direc- 
tor for the National Association of 
Ice Industries, said “your unfair ad- 
vertisement has aroused the right- 
eous ire of the ice industry.” 


Size of Industry 


Mr. McKnight said the trade had 
its best year in 1931, doing a busi- 
ness of almost $500,000,000, includ- 
ing sales of refrigerators and air- 
conditioning apparatus as well as 
ice. Four of every five families 
using refrigeration depend on ice, he 
said. 

“To win back the good will of the 
ice companies,” he continued, “we 
suggest that you publish an adver- 
tisement urging the purchase of a 
modern ice refrigerator, illustrating 
one of the beautiful ice cabinets 
(with concealed drain) now avail- 
able, being served by a clean, well- 
groomed, smiling, uniformed ice man 
carrying his ice in a modern ice bag 
to prevent drippage.” 

K. C. Watson, director of advertis- 
ing for Commercial Credit Co., said 
the object of the advertisement was 
merely to stimulate sales. He pointed 
out that his company finances the 
purchase of ice boxes other than 
those mechanically operated, and 
said the advertisement Mr. Mc- 
Knight suggested would be con- 
sidered. 

Publications to which Mr. 
Knight wrote 
opinions. 

“Whether or not this advertise- 
ment is unethical,” said one, “may 
very well depend on the point of 
view. There does not appear to us 
to be any compelling reason why a 
periodical should censor copy of this 
nature.” 

Another publisher said, however, 
that letters received “have not only 
been informative and interesting but 
have rightfully voiced a protest.’ 


Me- 
expressed varying 


To Advertise Brioschi 


G. Cerbelli & Co., New York, sell- 
ing agent for the United States, has 
appointed the U. S. Advertising 
Corp., New York, for Brioschi, an 
anti-acid effervescent drink with 
mild laxative qualities. Newspapers 
will be used in a test campaign. 


COPY THAT AROUSED IRE OF ICE INDUSTRY 
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Man Bites Dog 


Detroit, Mich., Aug. 18—John M. 
Bonbright, director of Graham-Paige 
publicity for Brooke, Smith & 
French, Inc., has been named winner 
of a national contest sponsored by 
John Wanamaker, New York, who 
sought the best slogan for a newly 
patented construction now used in 
Silver King golf balls. 

The prize is a trip to Europe for 
two persons. The winner, accom- 
panied by Mrs. Bonbright, will sail 
August 27 on the Ile de France. 

The winning slogan: 

“Its core adds distance when you 
whack it, 

Because the patent inner jacket 
Imparts live power where others 

lack it.” 


Judges of the contest were Grant- 
land Rice, Jack Kofoed and Nan 
O'Reilly. 

Mr. Bonbright explained: 

“Long experience in describing 
performance of Graham cars was a 
big help in telling of the result of 
the golf ball improvement. I found 
that the Silver King and the Gra- 
ham have much in common, such as 
even balance, fast getaway and great 
long distance performance—and both 
always ‘click’ well with any driver.” 

Stanley E. Gunnison, New York, 
is the agency. 


Porter Heads S. N. P. A. 


Advertising Committee 


Herbert Porter, Atlanta Georgian- 
American, has been appointed chair- 
man of the advertising committee, 
Southern Newspaper Publishers’ As- 
sociation, by James G. Stahlman, 
Nashville Banner, president. Other 
committee chairmen are: 

Business affairs, D. Hiden Ramsey, 
Asheville (N. C.) Citizen and Times; 
editorial affairs, Tom Wallace, Louis- 
ville Times; labor, J. L. Mapes, 
Beaumont (Tex.) Enterprise and 
Journal; Lee Memorial School of 
Journalism, Maj. John S. Cohen, 
Atlanta Journal, chairman; Maj. 
Powell Glass, Lynchburg (Va.) News 
and Advance, vice-chairman; postal 
and legislative, J. S. Parks, Fort 
Smith (Ark.) Times-Record and 
Southwest American; traffic, John D. 
Ewing, Shreveport (La.) Times. 


Ties Up With Track Meet 


New Bismarck Hotel, Chicago, 
used a full page in Chicago Daily 
News Aug. 17 to announce that it 
was headquarters for Olympic teams 
taking part in the post-Olympic track 
and field meet held in Chicago Aug. 
18 under the News’ sponsorship. 
Brandt Advertising Agency prepared 
the copy. 


Ellen Mohr Is Director 


Ellen Mohr, advertising manager, 
B. F. Schlesinger & Sons, has been 
appointed a director of Advertising 
Club of Oakland, Cal., succeeding 
Thornton Wilson, resigned. 


Grunow Back 
With Improved 


Refrigerator 


Chicago, Aug. 18—wWilliam C. 
Grunow, one of the founders and 
former president of the Grigsby- 
Grunow Co., radios and refrigera- 
tors, has formed the Grunow Cor- 
poration at 307 N. Michigan Avenue 
to manufacture a new electric re- 
frigerator. 

Duane Wanamaker, formerly ad- 
vertising manager of Grigsby-Gru- 
now, is sales and advertising man- 
ager of the new company. E. D. 
Coots and Earl W. Macke are other 
executives. 

Though only a few samples of the 
new refrigerator, which is said to 
involve a new principle and will be 
sold at a price -considerably below 
most of those on the market, are 
available, distribution is almost com- 
plete. 

Distributors who were familiar 
with Mr. Grunow’s_ spectacular 
career were called into Chicago and 
the majority signed up as soon as 
the plans were explained. 

No agency has yet been selected. 


Quigley Joins Smith 
on “Screen Weekly” 


George W. Quigley, who repre- 
sented Photoplay in Chicago and 
New York for eight years and was 
recently with Tower Magazines, has 
been appointed advertising director 
of Screen Weekly, New York. 

The magazine was launched last 
month by Frederick James Smith, 
former editor of Photoplay, Motion 
Picture and New Movie. 


Paskman Combines 


Radio Representation 


Dailey Paskman, former owner of 
WINS, New York, has formed Dailey 
Paskman & Associates, 230 Park 
Ave., New York. 

The company will represent sta- 
tions and talent and also operate a 
program building service in charge 
of Sherman Edward Rogers. 


Brown Has Interest 
in Soap Company 

George Lippincott Brown has been 
elected president of Plymouth Prod- 
ucts Co., Syracuse, N. Y., soap and 
soap flakes. He will continue as 
vice-president of J. T. Robertson Co., 
Syracuse. 

Mr. Brown was formerly secretary 
of the Advertising Club of New 
York. 


Presbrey Has Graflex 

Folmer-Graflex Corp., Rochester, 
N. Y., Graflex cameras and photo- 
graphic equipment, has appointed 
Frank Presbrey Co., New York. 
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ANOTHER great national poll starts in August. 
Again The Literary Digest will uncover the 
people’s choice, this time for President of the 
United States. . . . One result is certain: The 
Digest itself will be a hot-spot of national inter- 


est as the oracle best able to answer everybody's 


question—“‘Hoover or Roosevelt.” 


All through the spring, The Digest’s 
20,000,000 ballot poll on the wet-dry issue 
was rousing the public to a clearer view of a 
major problem. With that vote and with the 
coming vote, The Digest definitely helps write 
the history of hectic 1932 — year of change 


and year of chance. 


It is a titanic undertaking to thus lift the lid 


THE LITERARY 


SOUNDING -BOA R D 


ps S 


. THE WILL OF 


from a nation. The Digest receives, classifies 
and reports millions of “private opinions.” The 
proper conducting of such a poll requires its 
proper promotion — done by mail, in street 
cars and airplanes, in publication space and 


editorially. Time, effort, expense—and results! 


This is a Digest year, measured by conversa- 
tion and by circulation and by returns to adver- 
tisers. The rising tide of interested readers per- 
mits us in an off-year to guarantee at least 


1,400,000 average per week or rebate. 


Note, if you please, that this is a natural 
readership, built true to type by The Digest’s 
normal function of testing and telling the will 
of the people. And every survey of readers 
shows them to be central-class citizens—inter- 
ested in realities, active in business and com- 


munity life, always ready to buy and able to pay. 


Their responsiveness to advertising is proved 
beyond doubt by the fact that their subscrip- 
tions are secured by advertising—and they give 


us the largest reader-revenue of all magazines! 


Put the case for your product or service be- 


OF 


AMERICAN 


THE PEE-PUL! 


fore this fair and generous crowd? People are 
buying The Digest—they are reading it regu- 
larly, intently. They expect and get a feature 
issue every week, full of things they can’t afford 
to miss. . . . Can you afford to miss meeting 


them there? 


Quantity — 1,400,000 average guaranteed, 


‘or rebate.” 


Quality — Readers self-selected by active in- 


terest in realities. 


Economy — Rate reduced 25%, to less than 


$2 per page per 1000. Class circulation 


at mass costs. 


DIGEST 


OPINION 
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You Can’t Count on the Demand 


In a good many cities of the coun- 
try, the local telephone companies 
are advertising to create new cus- 
tomers. Since the present period of 
declining business began, the num- 
ber of telephones in use, for both 
business and domestic purposes, has 
fallen materially. 

The copy which is being published 
in the newspapers in behalf of tele- 
phone service discusses it from the 
standpoint of the small cost of 
having a telephone, and the incon- 
venience and loss which may result 
from not having it. The arguments 
are detailed and specific. 

The average man with a tele- 
phone, particularly the business man 
to whom the phone is an indis- 
pensable tool, hardly realizes that 
it is now essential to sell and ad- 
vertise something which he con- 
siders a necessity. The growth of 
telephone service in this country, 
which has more phones than any 
other in the world, has been so enor- 
mous that even the telephone execu- 
tives were hardly prepared for the 
slump in the demand for their serv- 
ice which they actually experienced. 
Some companies had _ beautiful 
golden phones produced to com- 
memorate the installation of the 
millionth phone, as in Chicago, for 
example, but now the instrument is 
hardly likely to be needed for some 
little time. 

The interesting feature to all ad- 
vertisers of a situation like this is 
the realization that demand for any- 
thing, no matter how stable it may 
appear to be, is not assured. Condi- 


tions determine variations in de- 
mand, and the attitude of users to- 
ward the product or service is 
another variable which may be in- 
fluenced if not controlled by adver- 
tising. 

Since the producer of even the 
most desirable service must be con- 
stantly alert to changes in demand 
and in public attitude toward what 
he has to offer, advertising is one 
of the means through which he can 
both promote increased desire for 
and appreciation of his product, and 
at the same time attract expressions 
from the public indicating the atti- 
tude of users. 

No business establishment in 1932 
is disposed to disagree with the 
argument that there is no such thing 
as a permanent assured demand. 
Even the refiners of petroleum re- 
alize that a new motor fuel might 
easily be developed that would de- 
stroy a large part of their markets 
in a hurry. Food manufacturers 
have seen changing habits recast 
and reform the markets for their 
products—and in many cases the 
only weapon which they have been 
able to use effectively to check ad- 
verse changes has been advertising. 

If even telephone service, the ap- 
parent sine qua non of modern 
living, must be advertised in order 
that demand may be expanded to the 
full, then it seems evident that the 
manufacturer of a commodity whose 
market * even less secure may use 
this mea. s of contact with his pub- 
lic to even greater advantage. 


Insurance Policies as Newspaper 
Premiums 


The rather general use of insur- 
ance policies, both life and accident, 
by newspapers in circulation pro- 
motion has developed an interesting 
discussion as to whether this par- 
ticular inducement should not have 
a separate classification from other 
premium offers in the reports of the 
Audit Bureau of Circulations. 

While some newspapers offer 
policies to readers, regardless of 
whether they have a definite sub- 
scription contract with them, others 
make the offer a part of an agree- 
ment covering the home delivery of 
their publications. In the latter 
case the policy is a premium but be- 
cause of the stabilizing effect which 
it has upon the newspaper’s circula- 
tion, there is considerable strength 
to the argument in favor of separate 
classification. 

In some cities where the insur- 
ance policy is a factor in circulation, 
it has been found that a large per- 
centage of the street sales of the 


papers has been converted to home- 
delivered circulation—a change 
which most advertisers would con- 
sider advantageous to them. Fur- 
thermore, the newspaper which has 
a great many insurance contracts 
with subscribers in force usually in- 
stitutes a checking system covering 
this circulation which cleans out 
various irregularities such as might 
be overlooked ordinarily, and this, 
too, is an advantage to the adver- 
tiser. 

While insurance policies have 
been used in extreme fashion in 
some other countries, England, for 
instance, having experienced some 
abuses of the idea, according to the 
best reports available, no such com- 
plaints have ever arisen here. 

The subject has so many angles 
that it might be well worth while 
for the A. B. C. to open a discussion 
as to how this type of inducement 
should be handled in its newspaper 
reports. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


420. Performance Report of Old 
Manse Syrup. 


Walter Mann & Staff asked Oeler- 
ich & Berry Co., Chicago, how sales 
of their leading product, Old Manse 
Syrup, have been affected by their 
advertising on Criterion panels. This 
analysis shows sales approximately 
35 per cent greater for the past 4 
years than it was before the panels 
were used. The report is the first 
of a series of customer-experiences 
to be published by Criterion Adver- 
tising Co. 


421. Pantry Shelf Inventory. 


In cooperation with parent-teacher 
organizations, Cleveland Press, a 
Scripps-Howard paper, made a “pan- 
try inventory” of Cleveland homes. 
An actual inventofy of the pantry 
stock in 5,452 homes, a 2 per cent 
cross-section of the market, yielded 
the interesting information that 
chains sell 72.6 per cent of the food 
in the market, and 64 per cent of 
all the coffee. No one brand of 
coffee is bought by as many as 20 
per cent of the families. Complete 
reports on other foodstuffs, soaps, 
haking products and dairy products, 
as revealed by the questionnaire, 
which was prepared with the assist- 
ance of 79 food executives, will be 
available in September. 

394. Newspaper Circulations in 
Towa, 


In this unusual booklet, the Des 
Moines Register and Tribune com- 
pare their circulations in Iowa with 
those of other newspapers. Maps of 
counties and A. B. C. trading areas 
make the figures easy to grasp. 
Forty-seven newspapers are com- 
pared in this way. 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


385. What Is 
ence? 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


This Banker Influ- 


371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print 
order for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 


SUGGESTION FOR BOAT MANUFACTURERS 


"I've got a great idea: let's flood the place!" 


—College Humor. 


Voice of the Advertiser 


Eastman’s Views of 


National Brands 

To the Editor: With the merchant 
shouting “low prices” and bargains 
until he gets hoarse and the manu- 
facturer howling “quality” often at 
the very moment he is handing out 
the junk to the merchant, “adver- 
tised brands as a pfotection to the 
consumer,” mentioned editorially in 
your Aug. 6 issue, have become some- 
thing of a joke. 

What the public really wants is 
neither ridiculously low prices nor 
quality regardless of cost, but a sen- 
sible combination. There are, doubt- 
less, a few advertisers who have 
looked upon their brands as a pro- 
tection to the consumer, and so gov- 
erned their sales strategy. There 
are more, I believe, who have looked 
upon them as an effective means of 
price protection. 

Advertised brands serve as a “pro- 
tection to.the consumer” only when 
they carry an assurance of main- 
tained quality and value and do not 
suggest, as they do altogether too 
strongly today, a rigidly and ar- 
bitrarily maintained price. 

Furthermore, advertised brands 
will protect the consumer only 
when they carry an assurance of 
availability which they will do only 
when they assure the merchant a 
sufficient profit to pay him to carry 
them and push them. 


R. O. EASTMAN, 
Marketing Counsel, New York. 


vvgy? 


Collins Article 


Stirs Controversy 

To the Editor: The Kenneth 
Collins Saturday Evening Post arti- 
cle “What Price Quality,” to which 
you referred editorially in the Aug. 
6 issue, together with H. A. Batten’s 
“An Advertising Man Looks at Ad- 
vertising,” which appeared in the 
July Atlantic Monthly, must cer- 
tainly confound the minds of a great 
many as to the real ability of adver- 


tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


tising to play a self-justifying part 
in influencing public opinion. 

Mr. Collins decries the lack of 
true-value appreciation on the part 
of the buying public, but would en- 
trust the narrowly broadcast opin- 
ions of consumer research organiza- 
tions rather than national advertis- 
ing to the task of consumer educa- 
tion. 

Mr. Batten, perceiving a certain 
type of advertising which he calls a 
“stench in the nostrils of the civil- 
ized world,” believes that people 
should be induced to boycott pro- 
ducts so advertised. Obviously this 
is a task requiring a consumer edu- 
cation program similar to the type 
demanded for the solution of Mr. 
Collins’ problem. 

Yet he does not entrust advertis- 
ing to do the job. Rather, he writes, 
“If it (the boycott idea) gains con- 
sumer acceptance it must be by word 
of mouth among public-spirited peo- 
ple, by editorial support and com- 
ment, and by steadfast adherence on 
the part of those who profess it.” 

Advertising men have long main- 
tained that the peculiar strength of 
advertising, compared with other de- 
vices of idea dissemination, lay in 
its ability to effectively reach se- 
lected masses with marked economy. 

But, discovering the viewpoint of 
two prominent advertising men faced 
with actual problems, leads one to 
think that a considerable part of the 
yearly $2,000,000,000 advertising ex- 
penditure is controlled by men who, 
if physicians, would probably advise 
their own family to rely on Chris- 
tian Science. 


Lewis A. SPALDING, 
Cadillac, Mich. 
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“Scrantonian” Among 


First to Give Discount 

To the Editor: In connection 
with the Chicago Tribune policy of 
giving special rate discounts for use 
of additional space, reported in the 
July 30 issue of ADVERTISING AGE, you 
may be interested to know that we 
instituted a similar plan on Jan. 1 
of this year. 

This plan, which is effective dur- 
ing 1932, allows a graduated dis- 
count for the use of greater lineage, 
beginning with 5 per cent for 10,000 
lines and increasing to 15 per cent 
for 30,000 lines or more. 

M. L. GoopMAn, 
The Scrantonian Publishing Co., 
Scranton, Pa. 
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August 20, 1932 


ADVERTISING AGE 


Which of these salesmen 
would you hire this fall? 


One makes 29 calls a week... Wins 13 interviews 
Another makes 22 calls....Wins 14 interviews 
The third makes 23 calls... Wins 16 interviews 


The sales talk is the same in 
every case— your printed 
advertisement. . . . . . 
@ 

HE average issue of Liberty goes 

to 2,310,000 homes. Another 
weekly goes to a few less; the third 
to half a million more. But the 
average ad in Liberty wins “inter- 
views” with 1,640,000 men and 
women, as compared to 1,392,000 


and 1,330,000 for the other 
weeklies. 


A quarter million more men and 
women seeing your advertisement! 
And at $950 to $2,950 Jess cost per 
page, because Liberty’s page rate is 
lower. 


These figures are based on the 
week-by-week findings of the Per- 
cival White, Inc, reader interest 
surveys. Now in their fifteenth 
week, they have shown every week 
but one that advertisements realize 
17% to 59% more rea/ seen circu- 
lation in Liberty. 


Beside such a vast advantage, old 
shades of difference between media 
must fade into relative insignifi- 
cance. 


Advertisers who think in terms 
of dollars and cents business profits 
rather than traditional advertising 
technicalities founded in another 
era, ate invited to consider these 
simple, new, business facts. 


fe AMELS ee 

Advertiser: Camels 

Agency: Erwin, Wasey & 
Co 


Space: Back Cover 
(2 weeklies) 
Reader Interest: 93% better 
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Advertiser: Barbasol 
Agency: Erwin, Wasey 
& Co. 


Space: 2-color2nd cover 
Reader Interest: 103% better 
than average page 


ao 


fz READER INTEREST 


RANGE RANGE 
Bor all fiction and e For all’ page ads in 
featured articles in Poe P 
Liberty F Liberty Average tor 
Collier's Collier's atin 
aS" Sat. Eve. Post 


S. E. Post 
a Issues of Aug 6th 


(Men wad Nomen Lond mad! 


Mee and Doman commhed 


Issues of Aug.6 th. 
(mee FEATURE ARTICLAD 
@eee NCTION 
“Percentages Based on reader) 


Verceneaces Based ve Oreulinue 


NUMBER OF EDITORIAL ITEMS NUMBER OF ADSERTIOING PAGES 
. 


READER INTEREST 


$ s * » » we 


All page ads in Liberty 
stopped on average: 


This week ( Aug. 6 issues) 
23% more persons than in second weekly 
72% more persons than in third weekly 


Fourteen weeks (to date) 
17% more persons than in second weekly 
59% more persons than in third weekly 


Liber ty eo 0 « America’s BEST READ Weekly 


than average page in Ist 

weekly and 90% better 

than average page in 2nd 
weekly 


Advertiser: Grape-Nuts Advertiser: Wheaties 
Agency: Young&Rubicam Agency: —_ Blackett-Sample- 
Space: 2-color page Hummert 
Reader Interest: 69% better Space: Back Cover 
than average page Reader Interest: 59% better 
than average page 


Advertiser: Buick 

Agency: | Campbell-Ewald 

Space: 4-color center spread 

Reader Interest: 59% better than average page 


Advertiser: Graham 

Agency: — Brooke, Smith & French 

Space: Black & White page 

Reader Interest: 66% better than average page 


Best Read Editorial 
Contents Prerequisite to 
Best Read Ads 


Average Fiction Story in Liberty 
Per Cent Better Per Cent Better 


hanIn Read Than In 
eekly 


39% 
Average to date % 32% 
(14 weeks) 
Average Feature Article In Liberty 
Week of 
August 6 
Average to date 
(14 weeks) 


3 Ads remembered by greatest 
number of 150 readers of 
3 Big Weeklies interviewed 
by Percival White, Inc. this 
week in Flint, Mich, . 
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ADVERTISING AGE 


August 20, 1932 


BALDWIN USES 
PAID COPY 10 
REACH SKEPTIC 


St. Louis, Mo., Aug. 18.—L. W. 
Baldwin, president of the Missouri 
Pacific Lines, stands squarely behind 
every statement made in the com- 
pany’s advertising, he indicated this 
week when he used paid advertising 
to reach an anonymous challenger of 
his copy. 

In 410 lines in key newspapers 
throughout the Southwest, the rail- 
road said restoration of the purchas- 
ing power of American railroads can 
be made the balancing factor in 
bringing a turn in business condi- 
tions. It asked that all forms of 
transportation be treated alike. The 
advertising appeared over Mr. Bald- 
win’s signature. 

The St. Louis Star and Times 
printed a letter signed only ‘“Avia- 
tor,” the unknown author asserting 
that railroads are not for regulation 
of competition, “but for strangula- 
tion of anything that does not run 
on tracks.” 

Mr. Baldwin used 56 inches of copy 
in the St. Louis Star and Times, 
Post-Dispatch and Globe-Democrat of 
Aug. 15 to extend “An Invitation to 
‘Aviator.’” It said: 

“In your letter printed on the edi- 
torial page of the Star and Times 
issue of August 11, you have criti- 
cised recent paid advertisement ap- 
pearing over my signature, ques- 
tioned, indirectly at least, its good 
faith, and made certain interroga- 
tions of me as President of the Mis- 
souri Pacific Lines, and so responsi- 
ble for that advertisement. 

“If you will get into touch person- 
ally with my office, 2201 Missouri 
Pacific Building, Tuesday morning, 
the questions which you have raised 
will be answered and fully explained 
to you.” 


Launch Two Papers 


for Hotel Circulation 


Murray Hill Publishing Corp., 381 
Fourth Ave., New York, has been 
formed to publish a weekly and 
monthly magazine with key circula- 
tion through hotels. Robert Weenol- 
sen is president and Donald S. Root, 
formerly promotion manager of Mc- 
Calls Magazine, is advertising di- 
rector. 

The weekly, New York in Your 
Pocket, will contain a street guide 
and other features of interest to 
visitors. It will be the official pub- 
lication of the Hotel Association of 
New York City. Entire circulation 
will be free through hotel front 
offices. 

The monthly, a news magazine, 
will be distributed free to hotel 
rooms and sold on newsstands and 
by mail. 


Chains to Distribute 
Rotogravure Weekly 


The Family Circle, a weekly roto- 
gravure tabloid, will start publica- 
tion Sept. 8 for free distribution 
through 514 Sanitary and Piggly 
Wiggly stores in Washington, Balti- 
more and Richmond and 780 Daniel 
Reeves stores in New York. 

L. D. Fernald is general manager. 
Offices are at 101 Park Ave., New 
York. 


Rudolf Mosse Has 


Vapo-Cresolene 


Rudolf Mosse, Inc., New York, has 
been appointed to direct domestic 
advertising for Vapo-Cresolene Co., 
New York. Irwin A. Vladimir is 
account executive. 

The agency formerly handled only 
the Argentine advertising. 


Name Cross & LaBeaume 


Combine Hosiery Corp., New York, 
has appointed Cross & LaBeaume, 
New York, for Roman Stripe, Ro- 
grain and Shere-Grain hosiery. 


Picks G. Lynn Sumner 


Walco Bead Co., New York, has 
appointed G. Lynn Sumner Co. to 
direct advertising of Walco Bead- 
Crafts. 


Bold, Simple 
Copy Carries 
Salada to Top 


Boston, Mass., Aug. 18.—Rugged 
simplicity marks the 1932 newspaper 
copy of Salada Tea Company, now 
reported to be enjoying the largest 
tea sales in North America. 

Five words have told the Salada 
story this summer in hundreds of 
newspapers. The space ranges from 
70 to 198 lines, depending on the 
importance of the market, but only 
one word of the copy changes. The 
tea is described as “delicious,” “re- 
freshing,” “cooling” or “satisfying.” 

This bold, telegraphic style of 
copy is outstanding on a newspaper 
page and serves its purpose as a re- 
minder to housewives. 

One of the first large users of 
newspapers, Salada Tea Company 
has persistently followed the poster 
style of advertising, using terse, re- 
minder copy two or three times a 
week. Hermon W. Stevens Agency 
has handled the account for 14 years. 


Bayuk Deprived 
of Use of Its 


Own Nickname 


Trenton, N. J., Aug. 18.—Despite 
the fact that “Philadelphia” has 
been used as a distinguishing name 
by Bayuk Cigars, Inc., Philadelphia, 
since 1912, the company has not 
established trade name rights to the 
abbreviation “Phillies,” the U. S. 
District Court of New Jersey has 
ruled in an action brought against 
Schwartz & Co. 

Testimony indicated Bayuk prod- 
ucts had been commonly known as 
“Phillies” in the trade for a number 
of years, and that advertising on 
posters and in newspapers used this 
word prior to registration of the 
trade name “Philadelphia Phillies” 
in New Jersey by Schwartz & Co. 

The court did not consider this 
use sufficient to offset registration 
of the word in New Jersey by the 
defendant, but held that the plain- 
tiffs original name, “Philadelphia,” 
was its property and was infringed. 
On the other hand, “Phillies” was 
held to be the property of Schwartz 
& Co. in New Jersey. 


Agency in Air Race 

The Stinson-Detroiter cabin mono- 
plane of Ehlinger-Higgs, Tulsa ad- 
vertising agency, will fly in the Los 
Angeles-Cleveland air derby this 
month with Henry C. Thompson, its 
regular pilot, at the controls. Stan- 
ley J. Ehlinger, president of the 
agency, will be a passenger. 


Foltz-Wessinger Is 


Agency’s New Name 
Stelle-Wessinger-Foltz, Inc., Lan- 
caster, Pa., has changed its name to 
Foltz-Wessinger, Inc. 
There is no change in manage- 
ment, Frederick S. Foltz continuing 
as general manager. 


Seek More Prospects 


All printed matter boosting New 
Orleans which is sent to prospective 
visitors now contains a card on 
which the prospect is urged to indi- 
cate another person who may be 
interested in seeing the city. 


Appoint Burnet-Kuhn 


Chicago Merchandise Certificates, 
which will sell merchandise certifi- 
cates in conjunction with Chicago’s 
1933 World’s Fair, has placed its 
account with Burnet-Kuhn Advertis- 
ing Co., Chicago. 


Runner Joins Daily 


H. E. Runner, who until recently 
was editor of Women’s Wear, New 
York, will join the editorial staff of 
New York Herald-Tribune Septem- 
ber 1. 


Foreign Accounts to Ayer 


Foreign advertising of Standard 
Brands, Inc., and Elizabeth Arden 
has been placed with N. W. Ayer & 
Son, Philadelphia. 


THIS COPY CARRIED SALADA TO FIRST PLACE 
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SALADA” 
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is delicious 
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Close Dorrance, 
Kenyon Offices 


New York, Aug. 18.—Dorrance, 
Sullivan & Co., New York, have ac- 
quired the entire capital stock of 
Dorrance, Kenyon & Co., Boston, 
Sturges Dorrance, president, an- 
nounced today. 

He said the offices at 260 Tremont 
St., Boston, will be closed August 
31, all advertising accounts released, 
all debts liquidated and the local 
staff disbanded. 

Dorrance, Kenyon & Co. have 
operated as New England associate 
of Dorrance, Sullivan & Co., since 
Jan. 1, 1931. Operations have been 
unprofitable, Mr. Dorrance said. 

As in the past, New England ac- 
counts of Dorrance, Sullivan & Co. 
will be handled from their general 
offices in New York. 

Dorrance, Kenyon & Co. was 
formed following the purchase fy 
Mr. Dorrance and Alden H. Kenyon 
of the stock of the Kenyon Company. 
Mr. Kenyon has been in charge at 
Boston. 


Committees Appointed 
by Milwaukee Club 


Committee chairmen of Milwaukee 
Advertising Club appointed by Harry 
G. Hoffman, U. S. Advertising Corp., 
president, include: membership, 
Walter Abel, Catholic Herald; pro- 
gram, A. F. Sengbusch, Sengbusch 
Self-Closing Inkstand Co.; entertain- 
ment, R. S. McElroy, Walberg, Ved- 
der & McElroy; educational, P. W. 
Hodges, Luick Dairy Co.; 

Vigilance, Irwin Maier, Milwaukee 
Journal; advertising promotion, 
John J. Lawler, John J. Lawler & 
Associates; speakers’ bureau, A. G 
Heinmiller, Brouwer Shoe Co.; ex- 
hibits, Walter Haise, Robert A. 
Johnston Co.; civic affairs, Newton 
Colver, Milwaukee Sentinel-News; 
reception, Frank Smith, E. A. Bouer 
Paper Co. 


Kill Indiana Bills 
Affecting Newspapers 


Bills providing for rate reductions 
on legal advertising and the publi- 
cation of notices once instead of 
twice, introduced at a special session 
of Indiana legislature, have been 
killed. 

Another bill providing a license 
fee of $100 on each outdoor poster 
and a tax of 5 cents a square foot 
on poster surfaces was killed in 
committee. 


WBT Increases Power 


WBT, Charlotte, N. C., CBS south- 
ern key station, has installed a 50,- 
000 watt transmitter, and is broad- 
casting on 25,000 watts recently 
allotted to it by the Federal Radio 
Commission. 


McCanna Directs Radio 


Ben McCanna, formerly’ with 
Stack-Goble Advertising Agency and 
manager of WGN, Chicago, has 
joined Roche, Williams & Cunnyng- 
ham, Chicago, as director of radio. 


Broadcasting 
Is 13 Per Cent 
Below Year Ago 


New York, Aug. 18.—Radio adver- 
tising for July amounted to $2,406,- 
208, National Advertising Records 
reports. This compares with $2,995,- 
556 in June, 1932, and $2,764,294 in 
July, 1931. 

In spite of its July loss, broadcast- 
ing for the year is considerably 
ahead of 1931, the figure for the first 
seven months being $25,214,835 and 
for the corresponding period a year 
ago, $20,167,532. 

National Broadcasting Company’s 
share of July broadcasting was 
$1,824,581; Columbia’s, $581,627. 

Leading classifications in the July 
total were foods and food beverages, 


$808,403; drugs and toilet goods, 
$560,368; cigars, cigarettes and to- 
bacco, $377,899; oil and gasoline, 


$181,630; automotive, $136,889. 
The broadcasting of the gasoline 
industry is closest to normal. 


Milwaukee Golf Cup 
Won by E. Feldman 


The cup emblematic of Milwaukee 
Advertising Club golf supremacy was 
won by Eric Feldman, Feldman Sign 


Co., at the annual outing Aug. 13.| $2.50 


W. Nelson White, American Electro- 
type Co., was second, and Roy Hack- 
ney, Geuder, Paeschke & Frey Co., 
third. 

Winners of the blind bogie prizes 
were Walter Meyer, Allis-Chalmers 
Mfg. Co.; Jack Smith, Jack Carr, 
Inc.; and Pete Altenhofen. Harry P. 
DeBaufer, K. L. Johnson and Al 
DeLonge carried off honors in horse- 
shoe pitching. 


Gillette Razor Suit 


Settled by Agreement 


The $21,000,000 suit brought by 
minority stockholders of Gillette 
Safety Razor Company against the 
1930 directors, was settled by agree- 
ment in Supreme Judicial Court of 
Massachusetts Aug. 17. Defendants 
agreed to pay $525,000 in cash and 
notes to the company. 

The suit was an outgrowth of pur- 
chase of Auto-Strop Co., a competi- 
tor. 


To Photograph Displays 

Codd Advertising Service, Tucson, 
Ariz., has installed a photographic 
service to check display distribution. 
A service department has also been 
inaugurated. 


Mahler Has Agency 


Advertising of D. J. Mahler, Provi- 
dence, R. I., electric appliances and 
beauty products, has been placed 
with Standish Advertising Agency, 
Providence. 


Farm Paper Cuts Rates 

Rates of Oklahoma Cotton Grower, 
Oklahoma City, have been cut 20 per 
cent. The line rate is now 20 cents, 
the page rate $400. 


15 NEW SIGNS 
FOR BURMA-SHAVE 


Minneapolis, Minn. Aug. 18.— 
Burma Vita Company has received 
from free lance contributors more 
than 2,000 Burma-Shave jingles dur- 
ing the past year for its 1933 road 
sign advertising, Allan G. Odell, ad- 
vertising manager, said. 

The contributions were submitted 
as a result of the offer of the com- 
pany to pay $100 for each jingle or 
slogan accepted. Selections of 15 
new jingles for the company’s now 
famous system of road sign adver- 
tising will be made in October. 

Though the plan is said by some 
authorities to controvert principles 
of advertising, sales have grown 
steadily since 1926, when Mr. Odell 
first tested the selling value of the 
road signs with an appropriation of 
$200. The experiment was made at 
Albert Lea, Minn. A sales increase 
of between 10 and 15 per cent will 
be made this year, Mr. Odell said. 

Street car cards have also been 
used this year. 

Burma-Shave road signs are placed 
in series of six, 100 feet apart, so 
that the eye of the motorist can 
move from first to last easily and 
naturally. Today more than 4,000 
sets of signs have been placed on 
the principal highways of 34 states. 
Farmers who are paid a small an- 
nual rental for the use of the prop- 
erty upon which the signs are placed 
must keep the signs in good condi- 
tion at all times as part of their 
contract. 


“New York Times” 


to Conduct Course 


A course of 12 lectures on news- 
paper advertising will be given by 
the New York Times on successive 
Wednesday evenings starting Sept. 
21. Admittance is free to those who 
register in advance. 

Speakers include H. F. Douglas and 
S. T. Seldman, Erwin, Wasey & Co.; 
Edwin Bird Wilson, the agency 
head; Chester Parish, of the Parish- 
Burnham Agency, and Evan B. Veit 
and F. J. Carroll, promotion manager 
and classified advertising manager, 
respectively, of the New York Times. 


General Foods Corp. 
Publishes Cook Book 


General Foods Corp., New York, 
has published a cook book contain- 
ing over 600 recipes in which its 
products are used. It is priced at 


Stockholders may buy as many 
copies as they wish for $1, which 
price includes the autograph of C. M. 
Chester, president of General Foods, 
if desired. 


Green with “Mirror” 


L. Marshall Green, formerly with 
New York Daily News and more re- 
cently national advertising manager 
of New York Evening Graphic, has 
joined the national advertising staff 
of New York Daily Mirror. 


Teutonophone to Grey 


Grey Advertising Service, Inc., 
New York, has been appointed by 
Teutonophone, Inc., New York, hear- 
ing devices. Newspapers and maga- 
zines will be used. 


Chain Tax Yields $73,000 


Taxes on chain stores in North 
Carolina yielded $73,165 in the last 
fiscal year, the commissioner of 
revenue has announced. The tax is 
$50 per store. 


Plan Retail Department 

Paul Harris, advertising manager, 
Palace Clothing Co., is sponsoring a 
retail department in Advertising 
Club of Kansas City, Mo. 


Start Publicity Bureau 


Paul Gray has organized Cities 
Forum, Olympic Hotel, Seattle, 
Wash., to give publicity service, pro- 
vide speakers, etc. 


Egolf with KVOO 


Willard Egolf, formerly with Rog- 
ers-Gano Advertising Agency, Tulsa, 
Okla., has been appointed commer- 
cial manager of KVOO, Tulsa. 
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ADVERTISING AGE 


This advertisement is addressed particularly to 
FOOD ADVERTISERS—but we have no objections 
to anybody else reading it . . 


About Joe Spivak 


and the horse of 
another color 


Waes Joe Spivak has to check in at the factory 
at 7:30 a.m., it is unlikely that Joe gets up in time to read a 
morning paper. Should the town be full of Spivaks, so to 
speak, it is even less likely that there is an a. m. paper to read. 
If, with the U. S. Census on one hand and Standard 
Rate and Data on the other, you will peruse manufactures 
and newspaper circulations, you will discern a curious re- 
lation, if not a coincidence, between evening papers and 
industrial towns. Where the smokestacks cluster and the 
populace works in overalls, the people somehow get along 
without a.m. editions. Cf., for instance, Canton, O., and 
South Bend, Ind. In such places, the workers come home 
of an evening to rest and relax with, if not on, the evening 
paper. And the national advertiser must do the same. 
Pursuing this parallel, we find that in Newark, N. J., 
evening circulations exceed morning five to one; and ‘in 
Milwaukee, almost four to one; in Philadelphia, more than 
two to one, and in Detroit, almost two to one. In largely 


industrial cities, the evening papers get the big play! 


Bur take Chicago, where large numbers of the 
gainfully employed are not industrial workers, where white 
collars catch up with blue shirts—and two morning papers 
have about 70,000 more circulation than the four evening 
papers! There’s a Big Idear in them figgers, folks! 

And look at New York—we have nothing up our 
sleeve! New York is just the biggest factory town in the 
country, yet less than one-third of the gainfully occupied 
get their pay envelopes from factories. And the morning 
circulations bulk just about twice as big as evening! 

One more statistick—and we'll close the book: New 
York is reading about $00,000 fewer evening papers than it 
was twenty years ago! And if your space buying is not 


si 


~ 


a -Aa-@e 


twenty years behind the times, brother, that fact oughta 


have a lotta significance to you! Yessir! 


We have no kick with evening papers. They have 
their function, and they do their job. But we have a bone 
to pick with food advertisers who assume that their schedule 
always and everywhere should be made up of p.m. papers! 
After all, every chocolate bar is not a Hershey, nor every 
icebox a Frigidaire. In other words, circumstances alter cases. 

The food medium should give coverage—because the 
food market is wide, with many small outlets. 

The food medium should reach the largest possible 
number of women, and interest them. 

And since foods have low margin items as a rule, the 
food advertiser wants the utmost for his money. 

Well, the one medium in New York that fills all these 
requirements is NOT an evening paper! It comes out in 
the morning. It’s The News! 


Tue news has more circulation than the three 
leading evening papers combined. It reaches more families 
in all parts of the market than any other paper here. It reaches 
more women than any other newspaper in America—and 
interests more! 

And it costs less—a whole lot less! 

If you know as much as you should about New York 
and New York newspapers—The News is bound to be 
your Number One medium. And if you don’t, well, let us 


tell you more! 


Asked her 

@ OCCUPATION 
by the 
woman 

@ ELECTION 
clerk 
the 

@ INTELLECTUAL 
woman 
answered 

@ “HUSSIVE’’— 
The clerk 
said 

@ “DON'T YOU 
call 
me 

@ DIRTY 
names!“ 
What 

@ DIFFERENCE 
does it 
make 

@ WHETHER 
a paper 
is called 

@ MORNING 
or 
Evening 

e SO LONG 
as it 
covers the 

@ MARKET 
reaches 
the 

@ CUSTOMERS 
and does 
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220 EAST 42nd STREET, NEW YORK 
Kohl Building, San Francisco + 
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ADVERTISING AGE 


August 20, 1932 


Asks Special 
Position for 
New Accounts 


Toronto, Canada, Aug. 18—A. J. 
Denne & Co., Toronto agency, thinks 
newspapers should give special at- 
tention to composition and position 
of new advertisers. 

Too often, the agency believes, the 
company which is using newspaper 
space for the first time loses its 
enthusiasm because it finds its copy 
“sandwiched between a rat poison 
and a funeral parlor advertisement.” 

Here’s the scene the agency be- 
lieves should exist when a contract 
from a new advertiser is received: 

“Great Excitement. Whole office 
pepped up. Waves of prosperity vi- 
sioned. . . . State of coma is broken. 

. . A Leader is Born. . . . Entry 
clerk receives new thrill. ... Plate 
carefully carried to Composing Room 
by two men and boy. . . . Compos- 
ing Room rejoices. . .. We're so 
Happy—all wages soon back to nor- 
mal. ... Boys yell—EXTRA!” 


Represents “Dog World” 

Judy Publishing Co., Chicago, has 
appointed N. L. Huebsch, New York, 
eastern representative of Dog World. 


“Elder Statesmen” 
to Counsel Club 


A new group of members and for- 
mer members once active in Adver- 
tising Club of St. Louis management 
has been formed to act in an ad- 
visory capacity. They are known as 
“Elder Statesmen.” Members in- 
clude: Harry Meyer, Ross-Gould Ad- 
vertising Co.; Robert E. Lee, Auto- 
mobile Dealers Assn. of Missouri; 
Vincent L. Price, National Canning 
Co.; M. Palmer Linn, Beckwith Ad- 
vertising Agency; John Ring, Jr., 
John Ring, Jr. Advertising Co.; 

M. E. Holderness, First National 
Bank; Daniel A. Ruebel, Nelson, 
Chesman & Co.; Douglas V. Martin, 
St. Louis Globe-Democrat; Walter B. 


Weisenberger, president, St. Louis 
Chamber of Commerce; W. C. 
D’Arey, D’Arey Advertising Co.; 


Charles F. Hatfield, St. Louis Con- 
vention Bureau; Arthur E. Schanuel, 
Hart Vance Co.; Carl F. G. Meyer, 
Meyer Bros. Drug Co.; Joseph P. 
Licklider, Missouri State Life Insur- 
ance Co.; George M. Burbach, St. 
Louis Post-Dispatch; Frank Swann, 
Cupples Envelope Co.; and J. Knox 
Montgomery, Montgomery Poster Ad- 
vertising Co. 


“Times” Augments Staff 


J. B. Patterson, formerly with 
Detroit Mirror, Victor Polacheck, Jr., 


and S. C. Snow have joined the ad- 


vertising staff of Detroit Times. 


‘CONEY ISLAND 
HAIR’ AROUSES 
SMALL TEMPEST 


But Apology Smooths Ruffled 
Feelings 


New York, Aug. 18.—Capitalizing 
what might or might not have been 
an advertising faux pas in the use 
of “Coney Island Hair” to describe 
the effect of summer sports on the 
hair in the advertising of Kreml 
hair tonic, R. B. Semler, Ince., 
through Erwin, Wasey & Co., took 
large space in New York newspapers 
last week to apologize to Coney 
Island residents and visitors and to 
announce a new descriptive phrase, 
“Vacation Hair.” 

While there was no indication of 
resentment from Coney beach pat- 
rons, merchants and property own- 
ers of Coney Island looked upon the 
phrase as an appeal to class con- 

= 


"WE APOLOGIZE, MISS CONEY .ISLAND" 


Kreml hair tonic 


sciousness which cast opprobrium on 
the community. 

However, it is believed the unique 
advertisement was prompted more 
by the opportunity to take advantage 
of the merchandising possibilities of 
the situation than by the formal 
complaint lodged with the agency 
and advertiser by the Coney Island 
Chamber of Commerce. 


LOS 


So close to being a sale. . 


. and yet so far away! 


She knows exactly what brand she wants. She has 


the money to buy it. 


But she doesn’t know which way to turn to find a 


dealer who sells it. 


* 


* . 


Clinch these sales. Tell prospects exactly how to find 
your local dealers—through “Where to Buy It” Service. 

List your authorized dealers under your own trade 
mark in the classified telephone books wherever you have 
distribution. Names. Addresses. Telephone numbers. 

“Where to Buy It” is the logical means of linking 
local dealers with national advertising. It increases 
sales by making advertising results more certain. It 
binds dealers more closely to your own organization. 

Ask your advertising or sales counsel for full data 
about “Where to Buy It”— costs, coverage, and how 


A PROSPECT WHO DOESN'T KNOW 
@e WHERE TO BUY YOUR BRAND 


it can be “tailored” to fit your own distribution. Or 
write or telephone: Trade Mark Service Manager, 
American Telephone and Telegraph Co., 195 Broad- 
way, New York, N. Y. (EXchange 3-9800) 
—or 208 W. Washington Street, Chicago, Ill. 


(OFFicial 9300). 


wer 
wees 
‘oats oo 


makes a bow. 


The conciliatory copy was pre- 
ceded by a series of weekly 100-line 
advertisements which began in met- 
ropolitan newspapers June 15. They 
were illustrated with humorous line 
drawings of swimmers, golfers and 
sun bathers with disheveled locks 
which the headlines labeled “Coney 
Island Hair.” 

“You don’t have to go near the 
beach to have ‘Coney Island Hair,’” 
typical copy explained. “Golf, mo- 
toring, cold showers, wind and sun 
all conspire to make your hair dry, 
coarse and stringy—to give it that 
‘Coney Island Look.’” 


“Excuse, Please” 


The advertisement of apology was 
illustrated with the figuregram of a 
Kreml bottle begging forgiveness of 
a bathing girl. Headed, “We apolo- 
gize, Miss Coney Island,” the copy 
said in part: 

“Eager to tell you what grand 
things Kreml can do for hair in the 
good old summer time, we recently 
advertised this marvelous German 
hair tonic for ‘Coney Island Hair.’ 

“Heaven knows, this was intended 
as no slur upon the fair name of 
Coney Island, New York’s most pop- 
ular summer resort. 

“It was used merely as the most 
vivid phrase we could think of to 
describe what deplorable things sun 
and salt water can do to hair at 


Newport, Bar Harbor or Coney 
Island. 
“However, so many loyal Coney 


Islanders rose up in indignant pro- 
test, that we hasten to apologize for 
the slight that was taken but never 
intended. Henceforward we _ shall 
be more discreet and refer to ‘Vaca- 
tion Hair.’ 

“Call it what you like, you know 
what we mean. Don’t let thoughts 
of your locks spoil your fun on the 
beach or on the golf course. 

“Just rub Kreml into your scalp 
and laugh at summer. Not sticky 
and greasy like so many of those 
‘lay-down-fido’ concoctions, Kreml 
removes every trace of salt and sun 
and keeps your hair gloriously alive 
and lustrous. 

“It costs just a mite more than 
other tonics, but we guarantee it to 
stop falling hair, check dandruff, 
and make your waves last longer. 


“Will you forgive us, Coney 
Island?” 


New Jersey Requires 


Auto Direction Signs 

All commercial vehicles in New 
Jersey must be equipped with lighted 
direction signs before Jan. 1, 1933, 
unless specifically exempted from the 
provisions of this section of the new 
law, the State Motor Vehicle Depart- 
ment announced. 

Only devices which have been 
tested by Electrical Testing Labora- 
tories, New York, will be approved. 
There are 140,000 commercial vehi- 
cles registered in the state. 


Wall Joins Maison 


Larry Wall, for three years adver- 
tising manager, Colin B. Kennedy 
Corp., South Bend, Ind., has joined 
L. G. Maison Advertising Agency, 
Chicago, after 18 months in Cuba. 


Armstrong Joins Craig 


Alfred W. Armstrong, formerly 
with Wm. Jenkins, Advertising, 
Philadelphia, has joined John Gil- 
bert Craig, Inc., Wilmington, Del. 
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ADVERTISING AGE 


SILVER LINING 


Hard Times Beget 
Stronger Men, Stronger Institutions 


Adversity has ts uses. Strong men and strong inst- 
tunons come through hard ames with the consaous 
ness of greater strength, added pour, renewed courage 
and a firmer fasth. 

This Bank and its predecessors have seen economic 
dsorders come and go — always a beter bank because 
of deepening experience and firmer faith in the 
fundamental soundness of policies which have stood 
up in all kinds of times, under all conditions. 
This Bank tends money to sound business in bad 
tomes and im good. It will continue thes practice. 
Today, the Continental Ulinois Bank offers to sound 
busuness the strength of 1s resources, the stability of ts 
polices and the expenence of offers whose perspec: 
tive 1 not distorted by temporary business fuctuanons. 


CONTINENTAL ILLINOIS 
BANK AND TRUST 
COMPANY 


CHICAGO 


det SOUTH La SAtae 


‘We Still Make 
Loans,’ Bank’s 
Copy Announces 


Chicago, Aug. 18—A return to 
fundamentals in bank advertising is 
indicated in the current newspaper 
campaign of Continental Illinois 
Bank and Trust Company, with copy 
saying “this bank lends money to 
sound business in bad times and in 
good. It will not deviate from this 
practice.” 

Six insertions, each 210 lines on 
five columns, appeared in _ local 
dailies twice a week, all stressing 
the same theme. Reactions to the 
local copy were favorable enough to 
warrant reproduction of four of the 
series, in somewhat smaller space, in 
25 dailies in 15 key cities through- 
out the country. One insertion a 
week is used. 

Effectiveness of the copy was en- 
hanced by its timeliness, the series 
running while the upward trend of 
the stock market was in full swing 
and financial and economic factors 
pointed to general improvement. 

While the copy was primarily de- 
signed to appeal to local depositors, 
its effect on Continental’s 4,000 cor- 
respondent banks was not overlooked. 
Comments from correspondents indi- 
cate that they like the copy, and 
feel it is helpful in emphasizing their 
own position on loans. 

Edwin Bird Wilson, Chicago, is 
the agency. 


Kresge Tells Public 
of Shoppers’ Work 


Telegraph reports of price cutting 
in other stores, latest news and other 
information is flashed on a screen 
from a ticker tape in the new Mer- 
chandise Intelligence Service booth 
of Kresge Department Store, New- 
ark, N. J. 

The new service will give pub- 
licity to the store’s organiaztion of 
shoppers. 


Edison G-E Issues 
Paper for Salesmen 


Edison General Electric Appliance 
Co., Chicago, has begun publication 
of “GE Calrod Circle,’ a tabloid, to 
help the sale of electric ranges. W. 
A. Grove, advertising manager, is in 
charge. 

The first issue announced the sale 
of 1,000 GE Hotpoint ranges to the 
U. S. Army. 


Best Foods Transfers 


Shade to New York 


Palmer Shade, central division 
manager, Best Foods, Inc., and at 
one time with N. W. Ayer & Son, 
has been appointed general manager 
with headquarters in New York, ef- 
fective Sept. 1. 

Central headquarters in Chicago 
will be placed in charge of C. B. Mc- 
Cord, now western sales manager. 


New Compact Patented 


Patent has been applied for on a 
new leather-covered compact pro- 
duced by Koket, Providence, R. I., 
holding a three weeks’ supply of 
loose powder without danger of spill- 
ing. Lanpher & Schonfarber, Provi- 
dence, will use trade papers for the 
account. 


Thor Makes Conversion 


Unit for lIroners 


Hurley Machine Co., Chicago, Thor 
washers and ironers, has introduced 
a new conversion unit consisting of 
base and motor, for changing Thor 
attachment ironers, which are now 
operated on the wringer post of 
washers, into portable  table-type 
ironers. 

The new device gives salesmen a 
chance to make another sale to the 
125,000 users of Thor ironers. 


P. A. McAviney Dead 


Philip A. McAviney, since 1919 
editor of India Rubber World, died 
in Los Angeles last week. He was 
formerly editor and owner of Kearny 
(N. J.) Record. 


Shopping News 
To Be Printed 
By Donnelley 


Chicago, Aug. 18.—R. R. Donnelley 
& Sons Co., big Chicago printing 
house, has been awarded a contract 
to print Shopping News, sponsored 
by the State Street Council, made up 
of leading loop stores. 

Despite this fact, important de- 
tails of the plan are yet to be 
worked out, it is said. 

An executive of the Council said 
the decision to publish a free-circu- 
lation paper was caused primarily 


by the apparent success of outlying 
stores with such a medium and has 
little to do with newspaper rates. 

“Department and specialty stores, 
outside of the central retail district,” 
he said, “adopted direct distribution 
of advertising with enough success 
to indicate that perhaps the down- 
town stores were overlooking an 
opportunity. 

“Several of the latter then tested 
the plan with sufficiently good re- 
sults to suggest it as a medium 
worth further exploitation. It is 
safe to say that if Shopping News, 
Inc., had not been formed as a co- 
operative paper, several individual 
stores would have issued their own 
publications.” 

He concluded by saying that not 


more than 5 per cent of appropria- 
tions will be withdrawn from news- 
papers by the new project. 


Pajamas Are 
“Deuces Wild” 


Wilson Bros., Chicago, has intro- 
duced a new pajama, Deuces Wild. 
Four deuces, reproduced in actual 
card size, are appliqued on the bosom 
of the garment so that they seem to 
be sticking out of the pocket. 


Percentage for Salesmen 


The sales staff of B. Kuppenheimer 
& Co., Chicago, clothing manufac- 
turers, has been placed on a com- 
mission basis. The rate, which in- 
cludes traveling expense, is 6 per 
cent of sales. 


IS THIS 
SHADOW 
BLOCKING 


¢ 
. 


= 


YOUR SALES 


not to buy. 


not change it. 


other media. 


EVENTY billion cubic feet of breath is wasted 
annually by salespeople in reciting the virtues 
of goods which the customer has already decided 


The woman in the picture has every appearance 
of a calm judicial attitude. She seems to be weigh- 
ing the respective merits of two breakfast foods 
without prejudice or passion. 


Yet her mind is already made up. And she will 


Thanks to the miracle of modern photography, 
we are privileged to show the reason why the lady 
will not change her mind. Behind her, unseen by the 
grocer, is the shadow of her husband. This morning 
he expressed himself forcibly about the cereal. She 
agreed to try a new kind. That’s the kind she went 
out to buy. That’s the kind she will buy. 


Whether women do 85% of the buying or not, 
one thing is certain: the real Buying Unit is the 
Family. The husband is the Treasurer. The wife is 
the Purchasing Agent. Back of the woman, as she 
buys, stands the shadow of the husband, ready to 
help or hinder the sale of your goods in proportion 
as he thinks well or ill of them. 


Is a man’s shadow blocking your sales? Better 
have a word with him at the same time you talk to 
his wife. You can do it by advertising your product 
in a magazine which both of them read. 


Redbook is such a magazine. It is designed to 
entertain both sexes equally. Every thousand copies 
are read by 1480 women and 1420 men. And the 
best part of it is that in Redbook you pay 30% less 
to reach the whole family—women plus men—than 
you must pay to reach only half the family through 


Sell the family and you sell all. Redbook Maga- 
zine, 230 Park Avenue, New York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


August 20, 1932 


Philco Contest 
To Be Decided 
In Quick Time 


Philadelphia, Pa., Aug. 18.—Philco 
Radio used five spot broadcasts on 
each of 123 stations this week to fea- 
ture Philco National Word-Building 
Week. Identical prizes were offered 
to winners in each zone covered by 
123 distributors. 

The contest involves the manufac- 
ture of words up to four letters from 
“Philco Radio.” Prizes range from 
a $150 radio on down to a Transi- 
tone automobile radio and fitted 
traveling bags, watches, etc. 

The contest closes next Monday 
and winners will be announced 
Wednesday. To make quick deci- 
sions possible, each Philco dealer 
has organized a clerical force and a 
battery of competent judges to 
choose the most promising entries 
until, out of these, the final winners 
are selected for each zone. 

While the broadcasts emphasized 
that “there is nothing to buy,” lis- 
teners were referred to local dealers 
for details. 

Full-page newspaper copy men- 
tioned the contest only incidentally, 
but gave complete lists of dealers. 
F. Wallis Armstrong Company 
handles the account. 


Advertise Dog Food 


Loudon Packing Co., Terre Haute, 
Ind., has placed advertising of Dog- 
gie Dinner, canned dog food, with 
Robbins & Pearson Co., Columbus, 
O. Newspapers and car cards will 
be used, to be followed by radio. 


Foy Heads Committee 

Byron C. Foy, president, De Soto 
Motor Corp., Detroit., has been ap- 
pointed chairman of the advertising 
committee of National Automobile 
Chamber of Commerce. 


hes 


HEN you plan your 

next advertisement ask 
one of our salesmen to sug- 
gest an illustration  treat- 
ment. You will find that his 
recommendation will be 
novel, yet economical—be- 
cause he knows his business. 
The quality of our service is 
equal to that of our products. 


Jahn & Ollier Sngravitg 6, 
Telephone MONroe 7O8O 


817 W. Washington Boulevard 
cut £ a 4.2 


“> SUBLET... 


one of our cozy, cool suites 
for the summer. If your 
office is in the Grand Cen- 
tral district The Winthrop 
is mighty handy. Write, 
telephone or come in and 
look us over. 

& ' 

Furnished suites of from 

one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

= 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


BENSON URGES 
RATE STUDY 


(Continued from Page 1) 
nothing in themselves. Only in terms 
of advertising responsiveness can 
you appraise them. What an adver- 
tiser pays for reaching his market 
and getting a response from that 
market, per unit of sale, is what 
counts. 

“It seems to me that the agita- 
tion for lower rates is largely due to 
the high cost of results and is really 
tackling the small end of the prob- 
lem, and it may deprive the publisher 
of his means of subsistence, at a 
time when gross income is at low 
ebb. It may force him to lower his 
reader influence editorially and to 
contract perfectly sound circulation. 
Both of these things would be a loss 
to the advertiser. 

“Hence, it is necessary to discrim- 
inate between sound and unsound 
circulation, between responsive read- 
ership and the opposite kind, in 
judging of rates, whether high or 
low. 

“The waste which advertisers 
should tackle in this country is not 
so much rates (basic milline), as 
what we get for them. And that 
breaks down into three major evils; 
namely, uneconomic circulation, 
either forced or expanded beyond 
the trading area of the paper; dif- 
ferentials between national and local 
rates so wide as to seriously discrim- 
inate against the national advertiser 
competing with the local for the 
reader’s attention, and, lastly, the 
undermining of public confidence in 
advertising by unreliable and insin- 
cere appeal.” 


Question of Differential 

Mr. Benson said a minor differ- 
ential “might be all right,” although 
many prosperous papers have no dif- 
ferential, but one of 20, 30, 40 and 
even 90 per cent is untenable. 

“It makes a stepchild of the na- 
tional advertiser,” he said. “It places 
him at a disadvantage in competing 
with the local merchant offering 
similar goods, who is induced to use 
extravagant space to earn a low 
rate. 

“One merchant after another has 
told me that he could do a better 
job with less space, but uses more 
than he needs, to earn a low rate. 
That seems to me like an open in- 
vitation to extravagance. It floods 
the paper with flamboyant advertise- 
ments, often bristling with destruc- 
tive price competition, and enlivened 
with unfair claims. 

“To compete at all, the national 
advertiser in.many cases is forced 
to use larger space than he can af- 
ford, and advertising costs then be- 
come prohibitive. Millions of adver- 
tising has left newspapers on this 
account. 

“We are all responsible for these 
conditions and only by joint effort 
can they be improved. We have been 
on an exploiting junket, and that 
invariably becomes expensive, after 
a while. The advertising dollar is 
discounted. 

“These things are the big source 
of waste and high cost in advertis- 
ing, and they can all be effectively 
reduced by advertisers, themselves, 
working with agencies and publish- 
ers in a concerted move. They are 
a blot on the advertising escutcheon, 
morally speaking, and a_ serious 
handicap, economically speaking, to 
the great bulk of advertising, which 
is sound. 

“Reducing rates is saving at the 
spigot; allowing these other wastes 
to persist is losing at the bunghole. 

“There ought to be a_ national 
study made, and it should be a 
scientific job, make a thorough sur- 
vey, standardize values, and estab- 
lish some sound principles of circula- 
tion, rate making and copy appeal. 

“This work should be undertaken 
by practical men, experienced in the 
fields of publishing and advertising, 
and conversant with the needs and 
limitations of the business, who real- 
ize the deep-rooted nature of some 
of these wastes and the undesirabil- 
ity of trying to eradicate them all 
at once.” 


"ARE YOU COOKING IN A FUR COAT?" 


$5,000,000 for 
Gas Range Copy 


(Continued from Page 1) 


insulation, automatic lighting, auto- 
matic heat regulation, and easy-to- 
clean cabinet construction. Recom- 
mendations included reorganization 
of the merchandising structure. 
How the manufacturers will solve 
the “product” problem constitutes 
one of the major merchandising de- 
velopments of the entire project. 
There is considerable difference of 
opinion between them as to whether 
insulation, automatic regulation or 
appearance is most appealing to the 
housewife, and the tendency has 
been to eliminate one or more of 
these features in order 
more competitive price. 


Seek United Effort 


Another difficult phase of the cam- 
paign involves the establishment of 
peace between merchandising utili- 
ties and other retailers to the end 
that both factions will pull together 
in carrying out the program. Utili- 
ties account for 40 per cent of retail 
sales, mail order houses 10 per cent 
and department stores, hardware 
stores and all other dealers 50 per 
cent. 

Heralding the approach of the new 
day in gas range merchandising, the 
Consolidated Gas Company of New 
York released its own “cooperative” 
gas range campaign this month 
through McCann-Erickson, Inc. The 
600-line copy running in _ several 
metropolitan newspapers translates 
improvements in terms of comfort, 
convenience and saving of time and 
money, and merchandises the asso- 
ciation’s seal as a guarantee of safe 
and efficient operation. 

“Learn about automatic cooking 
with gas—safe, effortless, sure,” is 
the punch line of the series, promi- 
nently boxed in each advertisement. 
Ranges of ultra-modern appearance 
with manufacturers’ identification 
removed are used in the illustra- 
tions. 

Stressing complete insulation, one 
advertisement is headed ‘Don’t 
cook in the Sahara this summer,” 
being illustrated with a desert scene 
depicting an Arab caravan crossing 
the burning sands. 

Another asks, “Will you cook in 
furs this summer?” and shows a 
housewife wearing a heavy fur coat 
busily at work in the kitchen. A 


third makes a point of the necessity 


to make a} 


Spend Million on 
Fraternal Insurance 


Washington, D. C., Aug. 18. 
—National Fraternal Congress, 
meeting here, voted to spend 
$200,000 a year for five years 
to advertise fraternal insur- 
ance. “Proposals” have been 
received from agencies in Chi- 
cago and Indianapolis. 

John C. Snider, Crawfords- 
ville, Ind., is chairman of the 
committee in charge. 


for insulated 
small kitchens. 

Emphagizing automatic features, 
another advertisement advises the 
bridge-loving housewife to buy a 
modern gas range and play bridge 
until five o’clock. 


Five for McDonald 


Accounts of W. H. Malkin Co., 
wholesale grocers, Vancouver, B. C.; 
Chateau Cheese €o., Ottawa; Cowan- 
Dodson Bakery, Vancouver; Rennie 
& Taylor Bakery, Victoria; and 
Coast Breweries, Victoria, have been 
placed with George H. McDonald Ad- 
vertising Agency, Vancouver, B. C. 


ranges in modern 


Laundry Extends Service 


Route men of What Cheer Laun- 
dry, Providence, R. I. now collect 
old shoes for repairing, hats for 
cleaning, and stockings for mending. 
The extended service is expected not 
only to increase earnings, but to 
make the laundryman more valuable 
to his customers. 


Krautter Transferred 


L. Martin Krautter, manager of 
the St. Louis office of Thos. M. Bow- 
ers Advertising Agency, has been 
transferred to Chicago. B. W. Wil- 
liams, vice-president, is now in 
charge of the St. Louis office. 


Appoint Mogensen 


Oroville (Cal.) Mercury-Register 
has appointed M. C. Mogensen & Co. 
national representative. Mogensen 
has also been named by Willows 
(Cal.) Journal. 


Simmons Is Instructor 


Harry Simmons, executive secre- 
tary, Milwaukee Advertising Club, 
has been appointed instructor in a 
night advertising course to open at 
Marquette University next month. 


Represent “Telegram” 

Newbell & Anthony have been ap- 
pointed Chicago representatives of 
Adrian (Mich.) Telegram. 


Cowboy Show 
Hecker’s Gift 


To Youngsters 


Buffalo, N. Y., Aug. 18.—Winston 
H. Thornburg, advertising manager 
of the Hecker H-O Company, one of 
the leading cereal advertisers, an- 
nounced plans today for a nation- 
wide radio campaign with many 
unusual features. 

Taking advantage of the popular- 
ity of appeals directed to children, 
the company will put on a cowboy 
show under the name of the H-Bar-O 
Ranch Club. It will be presented 
over the air three times a week, at 
5 p. m. Eastern standard time and 
the same hour Pacific standard time, 
the program being offered for Coast 
audiences with talent organized 
there. 

Cowboy and Indian stories will be 
featured, and the traditional interest 
of youngsters in Wild West fiction 
will be capitalized with offers of 
cowboy equipment which may be 
obtained through the presentation of 
package tops. 

The program will start September 
26 over the Columbia network. 

The Gotham Advertising Com- 
pany, New York, which handles 
Hecker H-O advertising, will funce- 
tion in the radio campaign, with the 
exception that the San Francisco 
office of McCann-Erickson, Inc., will 
handle the Pacific Coast and Cham- 


bers & Wiswell, Inc., Boston, will 
take care of New England. 
Newspaper advertising will be 


continued for Presto Cake flour and 
Farina, leading Hecker H-O brands. 


Canadian Advertisers 
Attend Findlay Funeral 


Funeral services for William Find- 
lay, president of Lord & Thomas of 
Canada, which were held in Toronto 
Aug. 12, brought advertising and 
newspaper men from various parts 
of the Dominion and the United 
States. Pall-bearers included Robert 
W. Sherrer, Lord & Thomas; Keith 
D. Crombie, Lord & Thomas of 
Canada; and Allan Ross, president, 
William Wrigley of Canada. 

Floral tributes came from Toronto 
Mail and Empire, Toronto Globe, 
Toronto Daily Star, Evening Tele- 
gram, Canadian Association of Ad- 
vertising Agents, Ontario Motor 
League, Consolidated Press, Pepso- 
dent, Ltd., MacLean Publishing Co., 
Toronto, Canadian Daily Newspaper 
Association, Cockfield Brown Adver- 
tising Agency, and many national 
advertisers selling in Canada. 


Gano Back at Desk 


R. C. Gano, head of Rogers-Gano 
Advertising Agency, Tulsa, who was 
critically injured in an automobile 
accident several months ago, has re- 
turned to his desk. 


ARCHITECTURE has one 
aim and only one, and that is 
to produce ideas that are dis- 
tinct and original. It aims to 
be an every day working tool 
of the progressive architect. 


ARCHITECTURE 


Leading Professional Architectural Journal 


597 FirrH AVENUE New York 


vos bought 
and paid for 


In 1931 Iowans paid more 
than $2,600,000 for their sub- 
scriptions to The Des Moines 
Register and Tribune. No 
circulation contests. No pre- 
miums. No high pressure 
circulation schemes. Intense 
reader interest makes this 
newspaper unusually produc- 
tive for advertisers. 
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August 20, 1932 


ADVERTISING AGE 


——— 


WIELDS F. A. A. GAVEL 


C. H. McMahon, 
Bank, Detroit, president, Financial 
Advertisers’ Amodiation. 


First National 


— a 


“Register” Lists Dailies 


The current issue of Standard Ad- 
vertising Register Agency List is the 
first to include a list of U. S. dailies, 
showing their special representa- 
tives, and also a list of representa- 
tives, giving branch offices, etc. 


Show lowa Products 


A feature of the Iowa State Fair, 
Des Moines, Aug. 26 to Sept. 2, will 
be a showing of Iowa products, spon- 
sored by the employment committee 
of the American Legion and the 
Iowa state fair board. 


Hitch Shirt to Star 


Following successful introduction 
of the “James Cagney shirt,” Niren- 
berg & Salzman, New York, have 
completed arrangements for market- 
ing a new shirt named after George 
Raft, Paramount-Publix player. 


AUAAAALEA 
SSS 


Tue first impression 
must be a favorable 
one if your advertis- 
ing is to succeed. Sell 
the personality ofyour 
business by well- 
designed typography 
1 1 Specialists in ad- 
setting, we know how 
to personalize and 
identify your product 
or service /// and to 
create a lasting 
impression 


BenC.PitisfordCo. 
Advertising 
Typographers 

605 South Clark Street s Chicago 


‘THRIFTY 30'S 
THEME FOR BIG 
FINANCIAL MEET 


Chicago, Aug. 19.—Bank merchan- 
dising in the “thrifty thirties” is the 
general theme around which the 
program for the 17th annual meeting 
of Financial Advertisers’ Associa- 
tion, to be held in Chicago, Sept. 
12-15, has been built. 

Details of the program, as tenta- 
tively announced by Preston E. Reed, 
executive secretary, follow: 


Monday, September 12 


Annual Golf Tournament at Olympia 
Fields. Sight-Seeing Tour. Bank and 
Business Calls. Cabaret Supper Dance. 


Tuesday, September 13 


8:00 A. M. Breakfast (Pine Room.) 
Business Development Department “Get 
Acquainted Breakfast,” E. V. Newton, 
Chairman. 

9:30 A. M. General Session. 
ing: C. H. McMahon, 
to Order by President. 


Presid- 
President. Call 
Address of Wel- 


come. 

9:45 A. M. “The Future of Financial 
Advertising.” 

10:15 A. M. “Meeting the Advertising 


Essentials with Smaller Budgets.” 

10:45 A. M. “The Correct Psychology 
of Financial Advertising.” 

11:15 A. M. Economic Discussion. 

12:00 Noon. Exhibit Luncheon. Pre- 
siding, Henry L. Parker, Chairman Ex- 
hibit Committee. 

2:00 P. M. General Session. Presid- 
ing, A. E. Bryson, Vice President, Hal- 
sey, Stuart & Company, Chicago. ‘“‘What 
the Advertising Man Should Know 
About Banking,” R. L. Stone, Vice Presi- 
dent, First Wisconsin National Bank, 
Milwaukee, Wis. “What the Banker 
Should Know About Advertising,”’ Wirt 
Wright, President, State Bank & Trust 
Company, Evanston, III. 

2:45-4:10 P. M. Investment talks and 


questions, 
4:15 P. M. “The Service Charge and 
the Public,” Harold Choate, Assistant 


Vice President, Liberty Bank of Buffalo. 

M. Trust Development Divi- 
sion Session. Presiding: W. A. Stark, 
Vice President and Trust Officer, Fifth 
Third Union Trust Company, Cincinnati, 
Ohio. “The Heart and Soul of the New 
Business Man’s Internal Problems,” W. 
A. Stark; Samuel Witting, Second Vice 
President, Continental Illinois Bank & 
Trust Company, Chicago, Illinois. 

2:30 P. M. Training the Trust Rep- 
resentatives. Tracy E. Herrick, Assist- 
ant Vice President, The Cleveland Trust 
Company, Cleveland, Ohio. Paul P. 
Pullen, Manager Advertising Depart- 
ment, Chicago Title and Trust Com- 
pany, Chicago, Illinois. 

3:00 P. M. Controlling and Directing 
the Activities of Trust Representatives. 
Harve H. Page, Second Vice President, 
Northern Trust Company, Chicago, Illi- 
nois. Victor Cullin, Trust Representa- 
tive, Mississippi Valley Trust Company, 
St. Louis, Mo. 

3:30 P. M. Enlisting the Energies of 
the Officers of Other Departments and 
Directors in Securing New Trust Busi- 
ness. Leopold A. Chambliss, Assistant 
Vice President, Fidelity Union Trust 
Company, Newark, N.@. Ernest L. An- 
derson, Assistant Trust Officer, Rhode 
Island Hospital Trust Company, Provi- 
dence, R. I. 

4:00 P. M. Direct Mail. J. 
ton, Advertising Manager, Northern 
Trust Company, Chicago, Illinois. 
Thomas J. Kiphart, Manager Publicity 
Department, Fifth Third Union Trust 
Company, Cincinnati, Ohio. 

4:30 P. M. Evaluation of Trust New 
Business. Samuel Marsh, Manager, 
Trust New Business Department, First 
Union Trust and Savings Bank, Chicago. 

6:00 P. M. Annual Dinner Business 
Development Division. Presiding: E. V. 
Newton, Assistant Secretary, The Cleve- 
land Trust Company, Cleveland. Dinner 
Speaker: George O. Everett, Assistant 
Vice President, First Citizens Bank & 


Mills Eas- 


Trust Co., Utica. Subject: “The New 
Business Man—Yesterday, Today, and 
Tomorrow.” 


6:00 P. M. Annual Dinner Meeting 
Trust Development Division. Presiding: 
W. A. Stark, Vice President & Trust Of- 
ficer, Fifth Third Union Trust Co., Cin- 
cinnati. 


Wednesday, September 14 


Presiding: H. A. Lyon, Advertising 
Manager, Bankers Trust Company, New 
York City. 

9:30 A. M. “A General Bank Devel- 
opment Plan That Meets Present-Day 
Conditions.” Roy H. Booth, Jr., Devel- 
opment Department, National Shawmut 
Bank, Boston, Mass. 

10:05 A. M. Discussion led by J. 
Blake Lowe, 2nd Vice President Equit- 
able Trust Co., Baltimore. 

10:10 A. M. “Public Psychology— 
And Its Present-Day Relationship to 
Selling the Services of the Bank,”—“To 
What Extent Can Advertising Help to 
Dispel Harmful Mob Hysteria and Build 
Enduring Confidence in Banks?” Allard 
Smith, Executive Vice President, Union 
Trust Co., Cleveland, Ohio. 

10:45 A. M. Discussion and Questions 
led by Fred W. Ellsworth, Vice Presi- 
dent, Hibernia Bank & Trust Company, 
New Orleans, La. 


HEADS "PHOTOPLAY" 


who 


Kathryn 

elected president of Photoplay Pub- 

lishing Co. this week in New York. 
Story on Page |. 


Dougherty, was 


AUGUST ADVERTISING IN MAGAZINES 


Standard 1931 1932 
Atlantic Monthly .... 4,615 4,064 
Current History ..... 1,323 1,785 
NES castedscceésoocs ,384 3,133 
Golden Book ......... 4,269 2,107 
Harper’s Magazine. 9,259 7,835 
Review of Reviews & 

World’s Work ...... 10,899 7,082 
ee ae 3,303 4,358 

Tetes BPOUD ..csecs 38,052 30,364 
Flat 
DR. cack eeeeneas 22,320 14,066 
American Boy........ 9,241 3,944 
American Girl ....... 2,666 2,219 


BEE cpccdcecoocescvns 1,440 *3,001 
Pr Be secxsoscese 10,345 7,139 
SE EE ope nerssons 2,70 2,160 
Cosmopolitan ........ 23,183 18,951 
TE bpeabereoerocesese ,39 2,851 
POMOC WIET ED sccccccese t 1,575 
| eet ene 11,008 5,801 
Motion Picture ....... 13,007 11,038 
TOR TORE ccccccccce 4,074 3,683 
EME cc cccvcceces 18,222 11,058 
Physical Culture ..... 12,126 10,251 
PE css 5906000202 16,325 12,746 
Mt. TIGRGIAS accesses 1,715 1,307 
Total Group ....... 156,811 111,790 
Women’s 
DIOMOMROE ox sccccecee 21,756 17,231 
Farmer’s Wife ....... 8115 59 7,762 
Gentlewoman ........ 3,496 3,890 
Good Housekeeping... 34,834 27,423 
Harper’s Bazaar...... 41,538 21,711 
NE FR 11,880 10,420 
Household Magazine.. 7,805 8,268 
Ladies’ Home Journal. 41,802 25,714 
MEMGIEST 945.000 665.0002 a 28,106 


Mother’s-Home Life & 


Household Guest ... 2,479 *2,692 


Needlecraft .......... .259 3,879 
Parents’ Magazine.... 10,218 7,714 
Pictorial Review ..... ett 12,329 
ts PO cones ckhes 721 17,331 


24, 
Vogue (Semi-Monthly) 48,489 
ween Home Com- 


WARIOR 620024000 coos 38,933 26,283 
Weusnars @ WOFrke .ccces 7,139 5,833 
Total Group ....... 359,622 255,538 


*July and August issues were com- 


bined 
July Advertising 
Weeklies & *Semi- 


Monthlies 1931 1932 
American Weekly .. 71,690 63,666 
Business Week ....... 35,332 14,517 
COMO E wccccsosesoee 63,938 47,487 
CHOEROE cccccccccevees 14,380 6,101 
PUGS cccccvcsccoscese 12,181 4,508 
FS PCO CCC 21,657 20,909 
Literary Digest ...... 25,116 20,04 
New Yorker ........- 50,518 39,385 
Saturday Evening 

WEE sxcecavtsoonens 164,631 94,691 
WE sis wocacensecdes 45,321 32,030 

Total Group..cccses 543,094 363,072 

Total Group ....... 543,094 363,072 
August—Too Late for Classification 
Christian Herald ..... 8,780 7,003 
American Legion 

NS Sa 5,018 5,644 
College Humor ...... 4,730 5,787 
Extension Magazine.. 8,062 5,640 
Modern Magazines... 7,644 6,958 
Screenland .....-.se0¢ 8,968 4,005 
Silver Screen.......... 8,461 5,091 


The Advertising Record Company 


10:55 A. M. “The Permanent Sales 
Department,” Harry L. Haines, Manager 
Permanent Sales Department, National 
Newark & Essex Banking Co., Newark, 
N. J 


11:20 A. M. Five minute discussion 
on “The Permanent Sales Department,” 
led by Thomas J. Kiphart, Fifth Third 
Union Trust Company, Cincinnati, Ohio. 
Littleton Fitzgerald, Jr., American Bank 
& Trust Co., Richmond, Va. Roy H. 
Booth, Jr., National Shawmut Bank, 
Boston, Mass. 

9:30 A. M. Trust Development Divi- 
sion Session. Presiding: D. W. Laing, 
Assistant Trust Officer, First Wisconsin 
Trust Company, Milwaukee, Wisconsin. 
Added Advantage of the Commingled 
Fund, Rodman Ward, Assistant Trust 
Officer, Equitable Trust Company, Wil- 
mington, Delaware. 

10:00 A. M. Best Methods in Secur- 
ing the Business of Wealthy Women. A. 
Key Foster, Assistant Trust Officer, Bir- 
mingham Trust and Savings Bank, Bir- 
mingham, Ala. Harold J. Clark, Per- 
sonal Trust Officer, Central Republic 
Bank and Trust Company, Chicago, Illi- 
nois. 

10:30 A. M. Developing of Living 
Trust Business. William O. Heath, As- 
sistant Secretary, Harris Trust and Sav- 
ings Bank, Chicago, Illinois. Edward 
W. Nippert, Trust Representative, Fifth 
Third Union Trust Company, Cincinnati. 

11:00 A. M. Insurance Trusts. Robert 
E. MacDougall, Assistant Trust Officer, 
Provident Trust Company, Philadelphia, 
Pa. John H. Hamel, Assistant Secre- 
tary, First Union Trust Company, Chi- 
cago, Illinois. 

12:00 Noon. Prize Contest Luncheon. 
Presiding: W. H. Neal, Manager, Public 
Relations Department, Wachovia Bank 
& Trust Company, Winston-Salem, N. C. 
Three-minute speeches on “How I’m 
Meeting Present Conditions.” C. Delano 
Ames, Maryland Trust Co., Baltimore; 
Leopold A. Chambliss, Fidelity Union 
Trust Co., Newark, N. J.; Charles W. 
Earle, Chase Harris Forbes Corp., Bos- 
ton; George O. Everett, First Citizens 
Bank & Trust Co., Utica, N. Y.; Stephen 
H. Fifield, Barnett National Bank, Jack- 
sonville. Fla.; W. B. French, The Trust 
Company of New Jersey, Jersey City; 
Jacob Kushner, United States Trust Co., 
Paterson, N. J.; R. E. MacDougall, 
Provident Trust Company, Philadelphia ; 
Miss Louise B. Moyer, Plainfield Trust 
Co., Plainfield, N. J.; Russell L. Sammis, 
Camden Safe Deposit & Trust Co., Cam- 
den, N. J.; Glenn Smith, First-Central 
Trust Co., Akron, Ohio; Eliot H. Thom- 
son, Washington Loan & Trust Co., 
Washington, D. C. 

2:00 P. M. General Session. FPresid- 
ing: M. E. Holderness, Vice President, 
First National Bank, St. Louis. “The 
New Buying Power of the Advertising 
Dollar.” (Consider new price trends 
in space, printing, engraving, and art 
work costs and costs of media such 
as billboards, car cards, radio, etc.) 
Thomas J. Kiphart, Publicity Mana- 
ger, Fifth Third Union Trust Co., Cin- 
cinnati. 

2:45 P. M. Report of Associate 
Members Research Committee. (a) 
Edwin Bird Wilson, President Edwin 
Bird Wilson, Ine., New York. (b) 
Clifford DePuy, Publisher, DePuy Pub- 
lications, Des Moines. (c) Ray Bauder, 
Bauder-Baker, Chicago. (d) . Le- 
Moyne Page, Barron G. Collier, Inc., 
New York City. 

3:15 P. M. “Why Advertise at All?” 
(Reasons why drastic curtailment 
may be harmful.) H. A. Lyon, Adver- 
tising Manager, Bankers Trust Co., 
New York City. 

4:00 P. M. “How Big Must an Ad- 
vertisement Be Today?” (Discussing 
the more effective use of space, layout 
and type in a period of reduced ad- 
vertising budgets.) W. A. Kittredge, 
R. R. Donnelley & Sons Co., Chicago. 

2:00 P. M. Trust Development Divi- 
sion Session—Round Table Discussion. 
Defensive Selling. Charlton Alexan- 
der, Vice President, Mississippi Val- 
ley Trust Company, St. Louis, Mo. 
J. G O’Brien, Vice President and 
Trust Officer, Commercial National 
Bank of Shreveport, Shreveport, La. 

2:30 P. M. The Best Trust Approach 
for Today. M. V. Ehrman, Assistant 
Trust Officer, Old-First National Bank 
and Trust Company, Fort Wayne, Ind. 


F. Furnival Peard, Trust Representa- 
tive, Maryland Trust Company, Balti- 
more, Md. Raymond J. Darby, Trust 
Officer, State Bank and Trust Com- 
pany, Evanston, Illinois. Alvin R. 
Gruenwald, Advertising Manager, 
Marshall and Ilsley Bank, Milwaukee, 
Wis. W. S. Guilford, Trust Depart- 
ment, The California National Bank, 
Sacramento, Calif. 

3:30 P.M. What Method Has Proved 
Best in Expediting the Drafting of 
Instruments by Lawyers for Prospec- 
tive Trust Customers? Wade G. 
Murrah, Manager Business Develop- 
ment and Advertising, The First Na- 
tional Bank of Atlanta, Atlanta, Ga. 
Grove H. Culver, Assistant Estates 
Trust Officer, The Union Trust Com- 
pany, Cleveland, Ohio. Roy N. Gesme, 
Assistant Trust Officer, Minnesota 
Loan and Trust Company, Minne- 
apolis, Minn. Oliver J. Neibel, Assist- 
ant Trust Officer, Commerce Trust 
Company, Kansas City, Mo. Morton 
A. Lee, Assistant Trust Officer, First 
Wisconsin Trust Company, Milwaukee. 

6:30 P. M. Trust Development 
Dinner. 


Thursday, September 15 


9:30 A. M. General Session. Presid- 
ing: Robert W. Sparks, Assistant 
Treasurer, Bowery Savings Bank, 
New York City. Report of Commer- 
cial Banking Research Committee, 
Miss Genevieve Nevin, Northwest 
Bancorporation, Minneapolis. 

10:00 A. M. Report of Safe Deposit 
Research Committee. A. R. Gruen- 
wald, Marshall & Ilsley Bank, Mil- 
waukee. 

10:30 A. M. “What Phase of Trust 
Service Can Profitably Be Advertised 
Now?” Leopold A. Chambliss, As- 
sistant Vice President, Fidelity Union 
Trust Co., Newark, N. J. 

11:45 A. M. “What Shall We Do 
With Unprofitable Savings Accounts?” 

12:00 Noon. General Luncheon— 
Business Session. Presiding: |. H. Mc- 
Mahon, President. Reports of Commit- 
tees: Treasurer, E. A. Hintz—-Finance 
Committee, Guy W. Cooke. Membership 
Committee, Alva Maxwell. Extension 
Committee, Wade Murrah. Exhibit 
Committee, Henry L. Parker. Re- 
search Committee, I. I. Sperling. Trust 
Development Committee, W. A. Stark. 
Editorial Board, H. A. Lyon. New 
Business Departmental, E. V. Newton. 
Nominating Committee. Election of 
Officers. History of F. A. A., Guy W. 
Cooke. Awarding of Golf Prizes and 
Contest Prizes. Resolutions Commit- 


tee. 

2:00 P. M. General Session. Presid- 
ing: A. G. Maxwell, Vice President, 
Citizens & Southern National Bank, 
Atlanta. “Concentrating Advertising 
on Profitable Business” (Emphasizing 
only those services from which earn- 
ings are derived). C. Delano Ames, 
Advertising Manager, Maryland Trust 
Company, Baltimore. 

2:45 P. M. Report of Savings Re- 
search Committee. Edwin A. Moore, 
Manager New Business Department, 
The Savings Bank of Utica, N. Y. 

0 P. M. “Photographs, Art Work 
or Type?” (Discussing the means of 
most effective advertising treatment). 
Joseph J. Levin, Advertising Manager, 
A. G. Becker & Co., Chicago. 

4:15 P. M. Report of Research 
Committee on Best Methods of Selling 
a Financial Institution to Its Em- 
ployees, Officers, Directors, Stockhold- 
ers and Customers. C. H. Wetterau, 
Vice President, American National 
Bank, Nashville. 

7:30 P. M. Banquet. Induction of 
newly elected officers. Skit on Bank- 
ing—Reception by Television. Cast, 
Charles Eastman, E. T. Cunningham. 


Clark Gets “Age” 


Thomas F. Clark Co. has been 
appointed eastern representative of 
Las Vegas (Nev.) Age. 


Drops “Journal” 


Fenger-Hall Co., newspaper repre- 
sentatives, has ceased to represent 
Wilmington (Cal.) Journal. 


CAN'T CASH ON 
PROOFS UNLESS 
THEY ARE REAL 


18.—Dif- 
sell the 


Washington, D. C., Aug. 
ferent publishers cannot 
same encyclopedia under different 
titles, the Federal Trade Commis- 
sion ruled in ordering them to desist 
from this practice. 

The Perpetual Corporation as well 
as North American Publishing Co., 
Inc., New York, Source Research 
Council, Inc., Chicago, Walter H. 
Gorham, trading as North American 
Publishing Co., and George A. Seiler, 
Pacific coast manager for Perpetual 
and Source Research, and others 
both individually and as the three 
companies’ officers, are told to stop 
selling under any name other than 
“Source Book,” an _ encyclopedia 
which salesmen throughout’ the 
country had offered under the titles 
of “Home and School Reference 
Work,” “American Reference Li- 
brary” and “Source Book.” 


The Commission also charged 
that this group provided sales- 
men with proofs of advertise- 
ments supposed to have 
appeared in “The Saturday 
Evening Post” and other maga- 
zines, when no such advertis- 
ing appeared. It ordered the 
alleged practice discontinued. 


This group is also to discontinue 
erroneously advertising encyclo- 
pedias as free of charge or as re- 
served as gifts for selected persons, 
as a means of advertising. They 
are not to say that purchasers of 
the encyclopedia pay only for loose 
leaf supplements to keep the books 
up-to-date or for services of a re- 
search council for 10 years. 

Other alleged misrepresentations 
ordered abandoned are: Asserting 
that the set is sold regularly for 
$130 and that later on buyers will 
have to pay that for it, or that the 
encyclopedia is to be sold at a later 
date at a price greatly exceeding the 
price then quoted; use of contract 
forms or order blanks containing 
prices for the books and services 
greatly exceeding those intended to 
be charged and which do not fully 
inform purchasers of all charges for 
the encylcopedia and services. Mis- 
representation of yearly rates is also 
enjoined. 


Lyons Joins Daily 
Owen E. Lyons has been appointed 
advertising and merchandising man- 
ager of Wisconsin Rapids (Wis.) 
Tribune. 


George Mihm Dead 


George Mihm, 52, vice-president, 
Badger Electrotype Co., Milwaukee, 
died Aug. 14. 
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BISCUIT'S UNUSUAL LAYOUT 


TAKE YOUR 


Listen to your bewer velf and star 
the day with Shredded Wheat. 

It's the natural energy food: all the 
wheat, including just the right bal- 
ance of bran, brought to you as Nature 
intended you should have it. Rich ia 
nourishment and the encrgy clements 
your body oeeds. Easily digested 
And a flavor that wins all the family’ 

This all-food treat costs but linle 
—12 full-size biscuits to the package 
Quick to serve, too, with milk or 


Comrmmmed te ond 3) + 


Zo 
SHREDDED 


HEAT 
FOR ALL THE FAMILY 


' 
} 
| tried to see Chadwick, and the law 
| 
} 


| sna. What could Ide? | knew noth 
i ' 


ing! 
} Chadwick was the man | wanted to 
| see. But Chadwick was guarded like 
| a rare black orchid that nobody must 
| breathe upon. 
| My brain burned with growing 
| pains after that day's study in the 
| library; but | went to dinner with 
j loxram a little better equipped. |! 
asked questions and he explained He 
asked question after question, and | 
teld him candidly what my life had 
been since Bill's death More 
and more he softened, yet never once 
| did he quite lose that guarded attitude 
i as if he feared there was a 
| joker somewhere and he was going to 


j be made a sucker by a woman's sob | 


| story 
I gathered, after four hours with 
j him, that it was Ennis Parks he sus 
pected moat. 
1 explained how desperately | had 


yer’s eyes narrowed and his face set 
tied inte a black scowl! 
isn't worth soeing.” 


“ Chadwick 
He shrugged. 


Hie won't talk. That man coukd say | 
enough to blow up this town, but he'll | 


never talk 
not guilty of what he's standing trial 
for. But he'll shut up and take the 


He's not crooked. He's 


rap. sf a 
“But why?” 


mournful. 

“ They've got him in ten steep.” He 
shrugged heavily. “They wove a 
tight net for him, and he walked into 
it like an innocent lamb. He's a fool, 
but he's not a crook. Everybody 
knows it.” 

“Then why doesn't everybody do 
something? ” 

He laughed amused but bitter 

“There isn’t enough proof!” His 
dark eyes glinted with impotent fury 
“Most of t are afraid of their 
own hides, anyway. Half of them are 
in the same beac as Chadwick! 1 
think Chadwick has the proof, and 
plenty. I'm not sure. But the con- 
sequences would be too great if he did 
open bis mouth, and ten to one the oily 
bastard who's responsible would wrig- 
gle scot-free, and « let of jac! 
figurebeads would suffer instead 


He regarded me somberly —pur- 
nling. 

“You mean Ennis Parks?” 1 
probed. “ Is he the one?” 

He shook his head, and all interest 


seemed suddenly to have left him. He 
looked around irritably for the waiter 


he was annoyed and 
Yet I left feeling | just 
might have annexed a very powerful 
friend. 1 went back to my room to 
think over every word he'd uttered 
Why hadn't I thought of this before? 

by . 

in what was 
uever occurred to me to bestir myself? 


1CONTINUED ON NEXT FAGRi 


H's silence was world weary and 


OWN ADVICE 


& 
ie? 
fu 


EAE 
Rae: 
EI Ni 


G - 

nm 
ae 
cream and fresh or preserved fruits. 
You'll find it in the best clubs, hotels, 
dining cars and restaurants. 

Begia now! Say to yourself, “From 
now on I'll treat myself to two gold- 
en brown Shredded Wheat Biscuits 
every day, and eat to keep in trim!” 


4 rset the home of Shredded © beat 
on your trop to Niagara Eatts 


NATIONAL BISCUIT COMPANY 


“Uneeda Bakers” 


WHEAT 


ALL THROUGH THE YEAR 


The metwrad 
ener food 


This copy, in a recent issue of "Liberty," attracted attention from ad- 
vertising men, as well as readers. The center column is reading matter. 


MODELS UNITE TO SERVE ADVERTISERS 


“aaa” ms Timm A J “i s s ; de scaly r 


NEW SECRETARY 


John L. Meyer, named secretary- 
treasurer of Inland Daily Press 
Assn., succeeding the late Will V. 


Tufford. Mr. Meyer, widely 
known in the newspaper field, will 
make his headquarters at Madison, 
Wis., for the present. Later they 
will probably go to Chicago. 


. 
The Models’ Guild has been 


formed in New York to assist 
agencies and advertisers to get 
the right model for the right pur- 
pose. Seated are Rae Van and 
Sue Helvarg, secretaries, who will 
contact agencies. 


° 


TWO-FISTED PUMPS 


Two Fisted 


TEST FRPP 
ss 


This cardboard fighter, placed on 
oil pumps, is Sun Oil Company's 
tie-up with its newspaper copy, fea- 
turing a prize-fighter and the slogan, 
"The Two-Fisted Fighting Fuel.” 


Anheuser-Busch, Inc., St. Louis, received 447,291 entries in the Budweiser Malt Title 

contest, advertised in 300 newspapers. Though no labels were solicited, 91,000 were 

received. All contestants received a souvenir bank. At extreme right is H. J. Eichele, 
former president, Advertising Club of St. Louis 


MEDAL TO SELL SAFETY CAMPAIGN 


) MUTUAL... 
-ONSUALTY © 


As part of its advertising program on safety, Lumbermen's Mutual 

Casualty Co., Chicago, is offering a medal to every policyholder or 

employe of a policyholder who saves a human life. M. P. Luthy is 
director of advertising. 


NEW PACKAGE CUTS COST, HELPS SALES 


O¥: 1 0 FF 


Clean: your hats on |S minutes withou! 
offecting curt. marcel, oF permoneas 


A before-and-after picture showing the new package said to have 

put Godefroy's Oyloff into many new department stores. The new 

design, by Simon deVaulchier, cuts packaging costs by eliminating 

the half-carton formerly used, reducing size of the package insert 
and utilizing a continuous wrap-around label. 
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